ee 1, CLUBS CONFERENCE-FULL REPORT: 
NEW CDC CHAIRMAN NAMED 


Advertis ers 
We eKly - = 


Registered at G.P.O. as & oewspaper 


Survey 


ORGAN 0 F 73:3 8 ADVERTIS\ 


‘Outstandingly the Family Favourite... 


«+» that’s sho isla superbly produced colourgravure 
JOHN BULL ... the medgazine that is forging ahead. 
1,091,463 eopies sold every week to family readers through- 
out the eountry . .. two out of every three to regular 
customers who have them delivered direct to their homes 
or who buy them each week from their newsagent : higher 
figures these than for any other general weekly. 

This unrivalled domination of the family market coupled 
with a page-rate that is the lowest of any general weekly 
megazine in the country makes JOHN BULL the best— 
and the cheapest —buy of any advertising medium for mass- 
appeal branded commodities. 


‘A. B. xR om net ry 


1.091. 46 5} 


, a 
a ae 
nent 


HARRIS KAML ISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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**50 years 
OF 


POWERED 
FLIGHT” 


The December Issue of the 
Royal Air Force FLYING 
Review will feature the 
develop of 
British Aviation during the 
past half-century @ @ @ @ 


To The Editor.. 


Questionnaire on 


. . 
competitions 

A 17-point questionmaire relating 
to his proposal that weekly news- 
papers should run co-operative com- 
petitions was circulated on Tues- 
day by Joseph Pendlebury, editor 
and director of the Bolton Standard, 
to 50 firms (representing 120 news- 
papers) who have so far significd 
interest in his scheme. 

If the response is favourable it is 
expected that a meeting will 
called in London to finalise the pro- 
posals. 

In a covering letter Mr. Pendle- 
bury says that it would be quite im- 
practicable to have reserved terri- 
tories, and that a film company 
wishes to be responsible for the 
first prize of £1,000 “and no doubt 
a number of national advertisers 
could be persuaded to be respon- 
sible for similar amounts or for 
various prizes,” 


Rayon goods were 

called ‘silk’ 

For applying the term “silk” to 
various articles of women’s wear 
which were made entirely of rayon, 
Bargain Box of Paignton were fined 
a total of £70 at Paignton. 

The summonses were taken out by 
the Retail Trading-Standards Asso- 
ciation to which the Bench awarded 
costs of 60 guineas. 


Nylonised stockings 


Claims as to the effects of nylonis- 
ing upon rayon stockings and under- 
wear have become so exaggerated 
that some are tantamount to mis- 
representation states the Retail 
Trading - Standards Association, 
which is issuing warnings in cases 
where “advertising claims are be 
heved to be incapable of substantia- 
tion.” 


OUTDOOR APPEALS 


Star Solus Sites, of Bradford, and 
Advertising Sites Lid., of London, 
have won appeals against a Salford 
Corporation ban on outdoor adver- 
tising sites. 


‘STANDS FIRST AND 
FOREMOST IN LONDON 


‘AND PROVINCES 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


Who has held an 


« 
account longesi? 
Sirn,—We have recently had 

several discussions and | am very 
anxious to find out which account 
has been with the same agency 
for the longest time. 

Doubtless some of your readers 
have knowledge of this which 1] 
should be interested to hear. 

P. L. BRUNNER (Mrs.) 
56 Farringdon Street, 
London, E.C.4. 


‘ 
Cost of TV 
Sik, —Unsatisfactory TV pro- 
grammes are likely to do far more 
harm than good, and as spon- 
sored television will be fabulousiy 
expensive, | would suggest to J. 
Pomfret (September 24) and his 
friends that those agents who are 
not falling for the blandishments 
may, in fact, be the true cus- 
todians of their clients’ best 
interests, 
JAMES BLEAKLEY, 
Managing Director, 
Bolton Theatre & Entertain- 
ments Co., Ltd. 


THIS WEEK 
How to plan marketing strategy 
and tactics—page 16. 
NEXT WEEK 
Annual Survey of Trade and 
Technical Press 


. . 
Circulations 

Sik,--To avoid misunderstand- 
ing | would point out that the 
1.S.B.A, Newsheet did not claim 
that the circulation figures quoted 
in their list of comparative press 
advertisement costs, which were 
reproduced in your issue of Sep- 
tember 17, were A.B.C, figures in 
respect of the following publica- 
tions: Daily Telegraph, Daily 
Sketch, Empire News, Sunday 
Chronicle, Sunday Graphic, Sun- 
day Times. 

G. S. M. BRaANnb. 

Secretary, 
Audit Bureau of Circulations, 


Laughing matter 

Sirk, —Lets have more humour 
in advertising. One can count on 
the figures of one hand the num- 
ber of advertisers who specialise 
in humorous copy. But how suc- 
cessful it is. Everyone will read 
something that will make them 
laugh. 

It must 
sophisticated, 


not be too clever or 
though. Just a 


good clean joke, preferably jllus- 
trated, and the public will remem- 
ber it with gratitude for months 
~and the advertiser's name. 
MOLLIiE SMITH. 
Bexley Heath, 
Kent, 


Grossly distorted 


. « 
picture? 

Sir, 1 submit that Howard 
Wadman’s article “The account 
executive is not the boss” (Sep- 
tember 24), gives a grossly dis- 
torted picture of the rea] situa- 
tion and reads like an echo from 
advertising’s shocking history. 

Now look at the other side of 
the picture. We (i.c. members of 
the Account Executives’ Trade 
Union), endeavour in our humble 
way to become sufficiently knowl- 
edgeable about the work of all 
departments, to discuss details 
with both the client and our col- 
leagues in the agency. In addi- 
tion, we are expected to know the 
history of tobacco, the future of 
flying and how to make blouses. 

We have to be bluff at 10.0, 
gay at 12.0, studious at 3.0, and 
at 5.30, fit for a day's work. 

Fortunately, most of us find 
stalwart team of “back- neat 
boys,” as they are called, waiting 
when we return to the office. They 
are almost invariably only too 
eager to hear the news and get 
together on the job—bless ‘em 
all. Have you heard that we even 
know their Christian names? 

Surely every modern agency 
now appreciates that a successful 
campaign depends upon the sum 
total of the brains of every de- 
partment? Surely every experi- 
enced advertiser realises that the 
presented scheme is the product 
of co-ordinated teamwork? 

BRIAN DorNTON Du“F, 
Account Executive, 


John Haddon & Co., Ltd. 


‘Acutely sound 


and balanced’ 

Sirn,—The article by Howard 
Wadman is so sound and balanced 
that one can only take exception 
to the heading “An Article to 
Start an Argument.” 

It would —— to me that every- 
thing Mr. Wadman says is above 
and beyond argument, but defin- 
itely needed saying. It can only 
prompt the most sincere congratu- 
lations for its modest and frank 
treatment of the subject. 

N. VANHAM-PAYNE. 
London manager, 
Charles Butler Ltd. 
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@ @ @ @ creating an enor- 
mous upsurge of reader- 
interest which will present 
advertisers who appear in 
this issue with a special 
value-bonus free of charge. 


RING CHANCERY 8844 
NOW FOR SPACE 
IN THE CHRISTMAS ISSUE 


OF THE ROYAL ° FORCE 


Fi ying 


REVIEW 
FLEET STREET, E.C4 


Local officials to 
hear about PR 


Three prominent members of the 
Institute of Public Relations will be 
among the guest lecturers at a PR 
training conference arranged by the 
National and Local Government 
Officers Association to be held this 
weekend at Bedford College. 

John Pringle, PRO to the British 
Medical Association, will speak on 
the principles of PR practice ; Here- 
ward Phillips, PR consultant, will 
deal with press relations, and lan 
Harvey, M.P., director, W. S. Craw- 
ford Ltd., will talk about the art 
of persuasion, 


Lifting sausages 
out of the rut 


In order to “make the public 
more ‘sausages conscious’ and to lift 
sausages out of the rut from which 
some music-hall comedians draw 
their material,” The Oppenheimer 
Casing Co. (U.K.) Lid. announce a 
window display competition for the 
meat and allied trade. 

Prizes to the value of £250 are 
being offered for the best-dressed 
window displaying sausages and hav- 
ing a full-colour window poster as 
the main feature. 


Aspro conference 


Directors and executives of Aspro 
Lid., Slough, and their counterparts 
of associate and subsidiary com- 
panies in France, Australia, South 
Africa and India have flown to 
Ceylon for a conference on mar- 
keting methods in Eastern territories. 
Aspro sales in the U.K. last year 
constituted a new record, and now 
their aim is) expansion of — their 
export trade and an overall record 
year for 1953/54. 


‘The Shetland story’ 


The firm set up to cope with the 
rush of orders for Shetland knitwear 
which followed a story in Woman's 
Journal is the Shetland Shopping 
Service. The story was told 
booklet with a foreword by A. 
Burnett, advertisement — director, 
Amalgamaded Press. 
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How much do DAIL Y HERA D 
Readers spend on Footnear ?... 


FOOTWEAR —the third in the new series of Commodity Reports on the Buying Habits and 
Purchasing Power of DAILY HERALD readers answers this question. It provides 
illuminating data on amounts spent, types obtained, degree of brand 


consciousness, outlets patronised and months of purchase. 


Taken in conjunction with the other reports in this series: 
“Boot and Shoe Cleaners, Pet Foods, Outerwear, Bicycles 
and Accessories, Razor Blades, Shaving Creams, Dentifrice, 
Buying by Mail and Holidays—it exemplifies the 
richness of the DAILY HERALD family 
market... wbere families are one-third better off than 
pre-war... where there are, on average, three wage- 
carners to every two bomes ... where 53% see 
no other national daily newspaper. 


*Boot and Shoe Cleaners, Pet Foods, 
are available now. 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, ACRE HOUSE, LONG ACRE, LONDON, W.C.2 
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What the 


tycoons 


Saw... 


me 


A Tycoon can relax as well as the next man, but experience 
shows that he rarely becomes completely inert. He is, in 
fact, as receptive of new ideas in his club chair as he ts at 
his office desk. In the former he may contemplate a cruise 
to the sunshine or a new car for the family; in the latter, 
he deliberates upon the purchase of industrial equipment. 
In all these matters, Tycoons find the advertisement pages 
of The Economist an invaluable guide. 

Discriminating advertisers and their agents* use The 
Economist increasingly. Its 50,000 copies a week (ABC 
figure for first-half 1953: 49,927) reach a unique market 


OcroBer 1, 1953 


favourite 


paper 


both for the good things of life and for the sinews of 
capital investment. 

* Rumble, Crowther & Nicholas Ltd. are the advertising 
agents for Ford; Dorland Advertising Ltd. for Rolls Royce ; 
and Cecil D. Notley Advertising Ltd. for Canadian Pacific 
and Morgan Crucible. 


The Economist 


22 RYDER STREET + LONDON SW1 WHITEHALL 1511 
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Sparkle and Vitality! 
Verve and Pace! 
Plus a flair for 
selling to women! 
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Sparkle and Vitality! 

Verve and Pace! 
Plus a flair for 
selling to women! 


Clubs’ call for ACTION on 


goodwill campaign 
FIGHTING TALK AT CONFERENCE 


GNORANCE of the economic and social functions of ad- 
vertising is a danger to free enterprise and to the general 
welfare of the community, it was agreed at the final session of 
the Advertising Clubs’ Conference at Harrogate on Monday. 
Delegates unanimously passed a resolution urging that the 34 
publicity clubs and associations represented set up a public 
relations committee to promote goodwill for advertising within 


How ‘Ad Weekly’ 
helped ‘Mr. X’ 


“Mr. X”"—“the anonymous 
voice of industry’—told the 
Conference how he had built 
up a small family business 
into an international dollar 
earner. 

“Our success comes from 
the first £5,000 and the fact 
that we were advised to spend 
it wisely and well,” he said. 

And the advice? 

“Mr. X” told the delegates 
that no one in the firm had 
any dealings with advertising 
before. He added: 

“In my dilemma I eventu- 
ally approached the Editor of 
“Advertiser's Weekly.” And 
luckily for me, he gave me 
some advice which turned out 
to be good. ... 

“I told him what we wanted 
to do. He suggested that as 
we were ourselves newcomers 
to the business—and starting 
in a comparatively small way 
—we should contact an adver- 
tising agent who was himself 
fairly new, and was building 
up his business.” 


CDC chairman: 
Luckin named 


The Advertising Association 
has been asked to approve the 
appointment 
of Ivan F. 
Luckin as 
chairman of 
the Club 
Development 
Committee 
to succeed 
W.H. Hamp. 
Hamilton, 
Mr. Luckin 
is immediate 
past chair- 
man of the 
Publicity 
Club of 
London. 

New vice- 
chairman of the C.D.C. will be 
John Winford, of Coventry Pub- 
licitv Association, 


Ivan F. Luckin 


the community it serves. 

They also urged that execu- 
tive action on a national scale be 
taken as a matter of urgency by 
the Advertising Association and 
other national bodies. 

Other resolutions were: 

That every publicity club 
reviews the question of vigi- 
lance and ensures that a res- 
ponsible officer be appointed at 
once, if this is not already 
done, and that the Advertising 
Association be requested to 
formulate a plan by which 
clubs may dovetail thei vigi- 
lance with the official opera- 
tions of the Advertisement 
Investigation Department. 

That the Club Development 
Committee be asked to investi- 
gate the possibility of setting 
up an editorial board to pre- 
pare material for distribution 
to the clubs and for use by 
club speakers on advertising 
subjects for this year’s public 
speaking contests 


A resolution from the youth 
delegates under the Time spon- 
sorship scheme recognised “the 
necessity for educating the public 
in the part which advertising 
plays in the economic and social 
life of the country” and urged 
that the C.D.C. should circulate 
positive information as to how 
this can be achieved by the clubs 


Rest of the Clubs’ 


Conference news 

Page 4: E. J. Robertson declares 
war on the critics 

Page 5: |_eslic W. Needham tells 
how vigilance is foiling the 
racketeers 

Page 6: George Worledge details 
a new plan for education, 

Page 10: J. B. Nicholas discusses 
how advertising can raise its 
prestige 

Page 54: “Mainly Personal” 
about Conterence figures. 

Page 60: Conference golf. 


BIG SCHEMES 
HINTS BY 
AD LEADERS 


i LEADERS of organised ad- 

4 vertising are hinting at 

big developments within the 

next few wecks. 

Close secrecy, however, is being 
maintained about “an important 
announcement to be made soon.” 

Four major schemes have re- 
cently been under active con- 
sideration 
1. Public relations for the adver- 

tising business. 

2. Joint readership research to be 
conducted on behalf of agents 
and publishers. 

3. Public service advertising 
along the lines of that con- 
ducted in the United States by 
the Advertising Council. 

4. Closer co-ordination of educa- 
tion in advertising. 


New transport 


publicity move 


J. H. Brebner, chief public rela- 
tions and publicity officer to the 
British Transport Commission, is 
taking over direct responsibility 
for the public relations and publi- 
city work of the Railway, Road 
Haulage, Docks and _— Inland 
Waterways and Hotels Executives 

This reorganisation will follow 
the disappearance from yesterday 
(Wednesday) of the four separate 
Executives 

The public relations, press and 
library staff concerned will be re- 
grouped and consolidated. 


modern woman 


WELL OVER 200,000 
NET SALES TO WOMEN 
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@ CLUBS CONFERENCE: 
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Task assigned to the ‘Storm Troops’ 


Robertson says: “We 
must now take 
the initiative’ 


IN A FIGHTING SPEECH, E. J. ROBERTSON, PRESIDENT OF 
THE ADVERTISING ASSOCIATION, AT THE OPENING SES- 


SION OF THE ADVERTISING 


CLUBS’ CONFERENCE AT 


HARROGATE, DEFINED THE JOB OF ORGANISED ADVER- 
TISING IN CAMPAIGNING AGAINST CALUMNY AND FALSE 
CRITICISM, AND ASSIGNED TO THE CLUBS THE ROLE OF 
“STORM TROOPS” IN THIS TASK. 


“There is much to be done if 
We are to overcome prejudice 
against advertising and to sterilise 
ignorant and malicious criticism,” 
he declared. 

Mr. Robertson reviewed the 
“not inconsiderable achievements” 
of advertising in this country, He 
defined organised advertising as 
all those various bodies or indi- 
viduals, interested in some aspect 
of advertising and having as their 
objects: 

Protection and promotion of 
their own sectional interest 
within the industry; 

Promotion of their own effici- 
ency in the techniques and uses 
of advertising; 

Projection of a better under- 


standing of advertising and of ° 


its rightful place in the econ- 
omic picture, not only amongst 
industrialists who could and 
should use the power of adver 
ising in their own businesses, 
but also amongst the public at 
large 

Common to all of them was a 
desire to raise and maintain a high 
ethical standard. 

Never was advertising so com 
scious of itself as was the case 
to-day. 

The Miles Thomas report had 
pointed the way in which adver- 
tising would pass from the defen- 
sive to an attacking role. 


Good progress 

“That programme is now to be 
put into effect,” said Mr. Robert- 
son, “Good progress is being 
made in doubling the annual in- 
come available for carrying out 
a great expansion of the Associa- 
tion’s activities.” Never had ad- 
vertising attracted so many de- 
tractors as it did to-day, The 
mere suggestion of sponsored tele- 
vision, for example, had aroused 
all the dormant hate of those who 
considered that advertising people 
were vulgar and indecent and not 
qualified to live in a cultured 
society. 

“This manifestation has made 
it even more clear that advertis- 
ing must guard what it has ac- 
complished and take the initiative 
in protecting and increasing its 
standing in the economic life of 
the country,” he continued. 

“The over-riding task is to 
educate the public to the impor- 
tance of advertising. The clubs 
must always be ‘the storm troops’ 
in this work. That assignment 


requires the recruitment of young 
men and women of the highest 
character and ability.” 

Mr. Robertson added: “Ad- 
vertising is a highly skilled, highly 
complicated business which is of 
paramount importance to the 
economic future of Britain, and 
is a business which must recruit 
and train able men and women 
and then ensure that their ability, 
training and qualifications are 
more widely understood and 
recognised than they are to-day. 

“This is folly’ 

“A great deal has already been 
done to suppress deliberate lies, 
worthless goods, and generally to 
overcome the more flagrant 
abuses of advertising. 

“There are still, however, two 
kinds ef bad advertising which 
are both more common than they 
ought to be. 

“The first kind is advertising 
which is dishonest in a general, 
rather than a specific way. In the 
short term such advertising often 
pays the advertiser, the agent and 
the publisher, but in the long term 
it results in increasing resistance 
to advertising as a whole. That 
means that the advertiser who 
uses it profits at the expense of 
other advertisers who are forced 
to spend more to overcome the 
resistance and lack of faith in 
advertising which such methods 
create. 

“This is folly, because the 
future of everyone in advertising 
depends on jt continuing to be an 
economically justifiable — enter- 
prise, and this means keeping 
faith with the public and produc- 
ing advertising which they are 
entitled to believe in. 

“The second kind of bad adver- 
tising is the inefficient and inept. 
It breaks no rules, it gives no 
offence and, all too often, it 
vields little or no return. Such 
advertising wastes precious space 
and gives those who use it both 
the opportunity and the right to 
sav that advertising doesn’t pay. 

“A central body in London, 
such as the Advertising Associa- 
tion, can discuss common prob- 
lems. It can take decisions and 
blueprint a programme, but only 
the clubs, ranged as they are, up 
and down the country, can see 
that a programme is carried 
through on a national scale. 

“Here, surely, lies your great 
opportunity.” 


SAFEGUARDING 


The conference president, 
Lt.-Col. Maurice 
Batchelor, chairman of 
Batchelors Peas Ltd., said it 
was appropriate that adver- 
tisers should join forces with 
advertising men and women 
to solve the problems of the 
day. 
“In advertising, as in com- 
merce, trade has ceased to 


HH 


Gordon Boggon and E. J. Robertson. 


THE CONSUMER 


come the easy way and this 
change necessitates vigorous 
public relations and advertis- 
ing.” he said. 

“Thirty years ago the way 
to build a business was to 
start from scratch with no 
backing. Present conditions 
do not allow for such enter- 
prise; businesses must now be 
built by advertising and sales- 
manship. 

“We have had ample proof 
that nationally advertised 
brand products have always 
weathered the storm in times 
of difficulty. 

“In all our work let us 
appreciate how essential it is 
that we should safeguard the 
consumer. It is to the credit 
of advertising that we have an 
Advertising Association (of 
which this Clubs’ Conference 
is an important part) which 
operates to ensure that none 
but responsible tirms are en- 
gaged in the business and that 
only reputable products are 
advertised.” 


How the clubs can increase in 
stature and in service 


The advertising club move- 
ment in Britain can secure a new 
stature and a new importance by 
increased service to the business 
of which it is a part—by promot- 
ing the case for advertising, said 
Ivan F. Luckin. 

Mr. Luckin, who outlined the 
history, organisation and opera- 
tion of the American clubs move- 
ment, advocated the development 
of contact with the world outside 
advertising. This could be done 
through schools-——-with perhaps a 
national essay competition—and 
local newspapers; also through 
men’s clubs, church men’s 
societies, chambers of commerce, 
townswomen’s guilds and pro 
fessional organisations. 

Mr. Luckin’s proposal was that 
each club should set up a panel 
of speakers and provide them 
with portable stands displaying 
advertising material. 

But there were probiems. 
Where were the propaganda 
material and money to come 
from? 

The time had come, said Mr. 
Luckin, for the clubs to crystal- 
lise their ideas. If the movement 
was to realise its true potential, 
new thinking, new direction and 
new emphasis were necessary. 

As to the money, this would 
probably mean increased sub- 
scriptions. 

The two basic essentials for any 
club before it could build up and 
hold its membership and its in- 
fluence within its own locality, 
said Tom C. Gough (Birming- 
ham Publicity Association) were 
a sound constitution, and a high 
standard of qualification for 
membership. 

Club membership should not 


only offer facilities and advan- 
tages to its members but should 
make demands upon them. It 
should require from them service 
to the club, and to advertising as 
a whole; thirdly it should require 
its members to spread the gospel 
of advertising. A club was not 
a closed circuit. 

Every effort should be made 
for strong liaison with other 
business organisations in the dis- 
trict. Many local bodies would 
be eager to welcome speakers 
who could give them the basic 
economic facts, and the functions 
of advertising. All this would be 
good public relations for adver- 


At a little reception at the conclusion 
of the Conference, Col. and Mrs. 
Batchelor were presented by Mr. 
Hamp-Hamilton on behalf of the 
Conference Committee with a silver 
cake trowel, to be inscribed later, 
as a memento of the Conference. 


tising. Contact should be estab- 
lished with the local authority; 
advice and expert help should be 
given on matters of public policy. 
Mr. Gough urged strongly the 
formation of associate circles as 
the training ground for future 
corporate membership. 

“We have a job to do,” he 
concluded. “We have to sell 
advertising. We must be fit to 
do it.” 

During discussion there was 
spirited criticism of the condi- 
tions of membership imposed by 
the Birmingham Publicity Asso- 
ciation. Some delegates thought 
them restrictive; feasible, per- 
haps, for a big city but imprac- 
ticable for other areas and 
centrary to “club. spirit.” 
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Octroser 1, 1953 


@ CLUBS 


CONFERENCE: 


How 


the clubs 


can 


ADVERTISER'S WEEKLY 


fight 


locally 


Vigilance work will foil the racketeers 


‘WE HAVE A MUSEUM OF CRIME IN 
ADVERTISING’—LESLIE NEEDHAM 


NCE or twice a year vigilance officers from the advertising 
clubs should meet to discuss general operations against 
racketeers, and to pool their experience, Leslie W. Needham, 
chairman of the Advertising Investigation Department, suggested 
at a session when delegates discussed how vigilance work could 


be stepped up. 


Two salient 
from the discussion, said Mr. 
Needham. Hitherto vigilance 
activity within the clubs had been 
lacking in drive and enthusiasm, 
and there was no general appreci- 
ation of the services and the 
knowledge which were available. 

“Some of you would be truly 
surprised if you could see the 
collection of material we have at 
the Advertising Association,” he 
added. “We have a very fine 
museum of crime in the advertis- 
ing business. Over the years we 
have collected a lot of informa- 
tion about the methods and 
records of the racketeers. You 
would be surprised, too, how 
often they raise their ugly heads 
where they are least expected. It 
is through local work and liaison 
that we can catch up with them 
again. 

“Scotland Yard come to the 
Advertising Association and seek 
our help in tracking them down. 
Quite often we know them and 
with our help they are put inside.” 

Mr. Needham explained that 
the A.L.D. had two committees. 
One was composed of eight or 
nine people who were authorities 
on medicine and pharmacy and 
knew where it could draw on the 
greatest experts in the land on 
any specific point. The other 
committee dealt with racketeers 
and on it were men with life-long 
experience. 


What others do 


1.S.B.A. had an excellent sys- 
tem of vigilance, too, and the 
N.P.A. and Newspaper Society 
covered the ground thoroughly 
as far as their own media were 
concerned. 

If the Advertising Association 
was assured that the clubs were 
determined to use the services 
and information available he 
felt sure a plan could be prepared 
under which their assistance 
would have full effect. 

“Any advertising club which 
has not the guts to form a vigi- 
lance committee and operate it 
vigorously is funking one of the 
biggest jobs it can do for the 
local community and organised 
advertising as a whole,” said 
Denis C. Embley who told how 
the Berks and Bucks Club in- 
vestigated all publishing propo- 
sitions brought to their notice by 
local organisations and business- 
men. Programme ventures, 


points emerged 


guides and exhibitions also came 
within the scope of their in- 
quiries. 

“The enterprise of advertising 
racketeers is truly wonderful, 
and sometimes it is not easy even 
for seasoned advertising men to 
spot the catch,” said John Win- 
ford. He described how in 
Coventry, as in Oxford and East- 
bourne, the local Chamber of Com- 
merce operated a Vigilance com- 
mittee, which could draw on the 
experience cf club members, and 
would be prepared to issue certi- 
ficates to any canvasser of whose 
bona fides they were assured and 
whose rates were considered 
reasonable. Such certificates were 


A collection towards a memorial for 
the late Raymond Rayner, formerly 
instructor of the Publicity Club of 
London public speaking section and 
a friend to the whole public speaking 
movement, raised £30 at the dinner 
on Sunday evening. The memorial 
will take the form of an annual 
prize for public speaking at the 
Guildhall School of Music, of which 
Mr. Rayner was a staff member. 


in no sense recommendations 
Traders were asked to refer to 
the Chamber any scheme brought 
to their notice without a certifi- 
cate. There had been a remark- 
able diminution in the number of 
propositions. in Coventry since 
this scheme was introduced. Urg- 
ing the extension of liaison be- 
tween advertising and the general 
public he suggested the Adver- 
tising Association should discuss 
with the Association of Cham- 
bers of Commerce a joint vigi- 
lance scheme 

John Newcombe said that a 
vigilance officer at Newcastle 
made it his duty to keep mem- 
bers “vigilance conscious.” The 
club magazine kept vigilance to 
the fore and circulated also to 
leading industrialists and people 
in commerce in the city. 


HIGHLIGHTS 


@ The procession of club banners 
at the final “free for all’ session. 

@ The excellent press coverage, and 
the photographic service and wall 
sheets arranged by Gavin Starey. 

@ The success of the social func- 
tions, and the special events and 
gifts for the ladies. 
The success of the 
idea and_ the 
recorded speech. 


— z 
quality of his 


The Marquess of Anglesey inspects 
the conference wall sheets, 


Cmdr. Alan Robertson-Macdonald 

makes a_ presentation to W. H. 

Hamp-Hamilton. (See Mainly Per- 
sonal, page 54.) 


Why strength 


is needed 


The urgent need to attract 
more advertisers into the clubs 
was stressed by W. H. Hamp- 
Hamilton. 

He said: “What is the need of 
bringing the advertiser into the 
club movement? Because there 
are ‘danger’ signals lying ahead 
for all of us and I firmly believe 
they cannot be changed to 
‘safety’ for advertising as a 
whole without the aid of a strong 
club movement, and the strength 
of the clubs is not yet adequate; 
it will not be complete untj] the 
advertiser comes in. And _ the 
work of bringing him in cannot be 
done by or from London alone, 
any more than consumer adver- 
tising can be successful without 
point of sale. The clubs are 
organised advertising’s point of 
sale.” 

Long term threats included 
those made by Mr. Bevan and 
the proposed advertising tax, so 
narrowly averted. 

“And have you thought of the 
possibility of a nationalised 
press? asked Mr. Hamp-Hamil- 
ton. In such an event there 
would be no room for competi- 
tive advertising. 


| An advertiser 


is « «4% 


In a recorded speech Mr. X 
(the anonymous “voice of British 
industry” turned out to be John 
Oldham, chairman of Oldham & 
Son, the battery and electrical 
equipment makers) told how his 
small family business was built 
into a world-wide organisation. 

Then he posed these questions: 

Supposing | was starting to 
advertise now—suppose I were a 
new manufacturer who found 
himself in that position that I 
was in 25 years ago? Would it 
help, if I were a member of an 
advertising club? And how 
would it have helped me in those 
early days? 

Now that we have grown up 
in advertising and more or less 
worked out our own way of 
doing things—are we missing 
anything? Would the local club 
help us to do better, be more 
successful, or maybe more pros- 
perous? 


THE REPLY 


Norman N. Jones replied: 

“The important thing our ad- 
vertiser friends should remem- 
ber is that club members are 
constantly striving to further the 
advertiser's legitimate interests. 

“Heading this activity is educa 
tion. Advertisers will find that, 
arising indirectly from _ this 
educational service is an appoint- 
ments bureau, exclusively con- 
cerned with advertising  per- 
sonnel.” 

Mr. Jones referred to the work 
of clubs investigation committees 
in preventing abuses of advertis- 
ing Advertisers could obtain 
impartial and disinterested advice 
from people who have no axe to 
grind and who concern them- 
selves solely with the protection 
of the advertiser and his brand 
name, and with the advertising 
business as a whole. 


Public affairs 
Then there was the role of the 
club in public affairs. Through 
its affiliation with the Advertising 
Association and the parliament- 
ary and public affairs committee 
advertisers could) make _ their 
voices heard throughout the 
industrial, economic and political 
fields 
The clubs also 
able facilities in 
research 


offered valu- 
the field of 


Mr. Jones added: “If Mr. X 
was Starting business anew he 
would find in the advertising club 
movement executives of proved 
merchandising ability--men of 
outstanding brilliance over the 
whole merchandising field~ men 
capable of presenting complete 
merchandising plans from the 
necessary functions of pre-selling 
to the final advertisement presen- 
tation.” 
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@ CLUBS 


CONFERENCE: 


Plan 


for education 


Groups to prepare campaign 
portfolios; experts record talks 


SCHEME under which experts would record lectures to 
be played over to advertising examination students in all 
parts of the country was outlined by George Worledge. 


Mr. Worledge —who also 
gave details of a plan to offer 
an award for the best cam- 
paign portfolio prepared by 
student groups said: 


“It is essential for the success of 
the scheme that an operating fund 
of £3,000 be set up and maintained. 
The Advertising Association cannot 
find this it has no pot of gold. It 
is there to represent the industry, 
and it is the industry -or some far- 
sighted somebody within the indus- 
try that must find it.” 

It was hoped that participating 
bodies would bear all or part of the 
cost. Production firms would prob- 
ably help to keep costs down. 

Mr. Worledge dealt first with what 
he described as “the wrong prob 
lems... the solution of which offers 
litthe reward” 

Pre-entry training: | think this is 
impracticable. Any scheme of pre 
entry training presupposing a cer 
tificate at the end of it would in 
evilably lead would-be entrants to 
expect something like a guarantee 
of a job. It seems to me an essen 
tial safeguard of the cahbre of 
people within this) industry that 
juniors who prove themselves un 
suitable should be eliminated. Any 
system of articled students would 
make this impossible. 

University chair: An ill-considered 
dream and quite impossible, No 
one chair could cover the wide sy!l- 
labus of subjects necessary in adver 
Lising. Training for advertising is 
rightly the province of techmcal 
colleges, 

Specialist semi-residential centre : 
One would like to think that 
students and them employers would 
show sufficient’ interest’ and the 
calibre of available instruction could 
be so high as to attract students 
from all over the country to attend 
a semi-residential centre over a pro 
longed period. However, one might 
as well be realistic, rather than 
Optimistic The right problem to 
concentrate on is providing educa 
tional facilities where there is al 


ready oan existing and proved 
demand for them 
Are there enough training 


centres? : Definitely yes. Our indus 
try is largely confined to compara 
tively few industrial centres and 
even then mostly within the larger 
of these. To try and establish train- 
ing facilities where there is insuffi- 
cient genuine need, is only to create 
difficulties which will doom the 
effort to failyre. 

Are the existing centres good 
enough?: Definitely no. The big 
London Central Technical Colleges 
will probably think this does not 
apply to them. Let them think again. 
They are admittedly good, but are 
they good enough? There is plenty 
of room for improvement every 
where. 

Why is tuition not good enough? : 
(1) Poor pay to lecturers, (2) Good 


instructors cannot be had at any 
price. 

How to solve these training prob- 
lems? : Mr. Worledge quoted from 
a scheme submitted to the Adver 
using Association by the Club 
Development Committee. This con 
centrates upon improving — the 
quality of the instruction already 
available. If such an improvement 
could be made, it should have three 
results; A more knowledgeable 
student will be turned out; a better 
type of student may be attracted to 
the courses; more students may be 
attracted and this, in turn, may 
justify improve facilities. 


If a school could be visited just 
once cach year by the leading expert 
in each subject, to talk on the latest 
developments and his own practical 
approach to his job, the benefits to 
the student would be enormous. It 
might be possible to arrange some 
thing like this for classes in London 
but not in the provinces where the 
need is greater, 


Visual aids 


The proposal was to provide talks 
by these experts recorded (on tape, 
dise or film) and illustrated (by slide, 
film or filmstrip) so that they could 
be made available to instructors and 
pupils anywhere in the country. 

A series of recorded lectures and 
visual aids presenting the latest ap 
proaches in’ terms of advertising 
techniques, should be produced for 
the student preparing for the A.A, 
and LI.PLA. examinations, At least 
one lecture could be prepared for 
each main subject. Krom time to 
time new lectures would have to be 
produced and old ones revised. 


There could be litthe doubt that 
lectures prepared for this purpose 
would, in fact, be put to” much 
wider use. They would be welcomed 
by advertising clubs, art colleges, 
commercial art classes and, prob- 
ably by students of printing and 
Process engraving throughout the 
country, 

It was recommended that the 
A.A, set up a special panel to imple- 
ment this programme, consisting of 
a chairman and enough specialists 
to cover every subject on the exam- 
ination syllabus, These members 
must be recognised as leading auth- 
onties on their subjects and must 
include representatives from all 
such specialist bodies as the Creative 
Circle; Market Research Society; 
the British Direct Mail Advertising 
Association and the Incorporated 
Sales Managers’ Association. 

In addition, the panel must in- 
corporate a steering committee in- 
cluding at least one expert on visual 
presentation and at least one repre- 
sentative from the teaching side, to 
consult with the chosen expert on the 
extent of the field to be covered by 
his lecture and the best method of 
presenting it. 

The first move should be to get 


the various bodies interested in the 
scheme and to invite them to nomin 
ate a representative to the pancl 

Mr. Worledge anticipated thai 
these bodies would be willing to per- 
suade their members to lend their 
time and talents free, also, in some 
cases at least, to bear any costs in 
volved. In other cases it would by 
necessary for the A.A. to pay oul 
of-pocket expenses, 

The clubs could help in distribut- 
ing these recorded lectures and with 
another scheme involving creative 
portfolios. These were intended to 
develop creative initiative and criti- 
cal faculty in students. 

It was proposed that the A.A 
Education Committee send out, from 
time to time, to all technical col 
leges and = advertising clubs, a 
“brief” in which some advertising 
problem is posed. Students would 
be invited to form a group and pre- 
pare a portfolio, incorporating a 
complete campaign recommendation, 
including press advertising, posters, 
point of sale material, etc., as re- 
quired in copy and rough layout 
form. In many cases, it might prove 
possible to bring in the local art 
and printing schools to prepare 
finished artwork and proofs. 

These portfolios, when completed, 
would be circulated possibly on a 
regional basis. The class receiving 
the portfolio would be encouraged 
{O appraise and criticise il, to assess 
its strengths and weaknesses. 

“It is recommended that as a 
stimulus to this branch of our 
scheme, the A.A. should offer an 
award for the best portfolio pre- 
pared during the year,” said Mr. 
Worledge. 
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First reactions 
to the plan 


In discussion Michael Wilson, 
chairman, Yorkshire Branch, 
S.D.M.A.A., felt that that Asso- 
ciation might be able to help 
with discussions stimulated by 
visual aids 

George Warden believed that 
if students in) public schools. 
universities, and the Services 
were not given facilities for pre- 
entry traiming for advertising, 
there was a danger that some ot 
the best brains in the country 
would be lost to advertising 

Drummond Armstrong, direc- 
tor, LILP.A., said that the Institute 
had started to send out recorded 
copies of various lectures to its 
students outside London He 
thought other bodies would be 
happy to co-operate in develop- 
ing this idea 

Commander Alan Robertson- 
Macdonald said that lack of 
money showed that advertising 
people at the top wanted educat- 
ing. 

“In these conferences,” he said, 
“we pass a lot of sanctimonious 
resolutions, but we don't get 
anywhere because we haven't got 
the money.” He went on to say 
that the best education was 
experience Too much spoon 
feeding was a mistake; if people 
wanted to get on they would do 
so by their own effort. 

Summing up, the chairman, 
W. C. Thielé said he had the 
impression that this business of 
education in advertising went far 
beyond the diploma. The work 
that had been and was being 
done would play a great part in 
educating the layman The 
gradual lessening of the attacks 
on advertising was due to the in- 
creasing efforts of those who had 
a lovalty to the tuture of 
advertising 


During the Brains Trust session 
an excellent) variety of questions 
exercised a strong team comprising 
L. E. Room, director-general, Ad- 
veruising Association; Alan Whit- 


worth, director, LS BLA Drum- 
mond Armstrong, director, L1.PLA.; 
E. Luscott Evans, chairman, Mid- 
land branch, 1.A.M.A., and vice- 
president, Birmingham — Publicity 
Association; W. Furness, commitice 
member, S8.D.M.A.A.; and P. L. 
Stobo, Fellow and council! member 
L.1.PLA. 

Charles Walls, chairman, Bradford 
Publicity Association, opened the 
session which was organised by 
C. D. Rant, Editor, Advertiser's 
WEEKLY, who also acted as question 
master. 

There were conflicting views as to 
whether the adopting of the title 
“publicity association” instead of 
“club” would strengthen the prestige 
of the movement in the world of 
business Mr. Luscott Evang felt 
that the term “association” was 


better at conveying the idea of a 
professional body, and was prefer 
able if the support of local auchori- 
ties and other bodies were desired 
Mr. Room was convinced that what 
mattered was not the name but the 
meaning that became attached to 
the name. 

The question “What should be the 
qualification of membership of an 
advertising club or association?” 
provoked fairly general agreement 
that it depended very much on the 
nature of the locality But Mr 
Furness believed that membership 
should be confined to people actively 
engaged in advertising: such as ad- 
vertising managers of firms and 
stores, display managers, point of 
sale manufacturers, newspaper ad- 
vertisement staffs, advertising agents 
and their staffs, and direct mail 
people. 

Discussing the role of the clubs in 
education, Mr. Stobo believed that 
the clubs were able to give young 
peonle practical experience in aspects 
of the business other than their own 
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Competitive TV 
‘shop window 
for Britain’ 


With the development of com 
petitive television and the conse 
quent demand from overseas for 
British cameras, studio equi>- 
ment, control rooms. transmitters 
and other technical equipment 
all of which will have proved 
themselves by their efficient use 
in Britain- there is good reason 
to believe that the = industry 
would earn a still greater per- 
centage of foreign currency 

Britain, in fact, would become 
a shop window for all that ts best 


in television equipment, Lord 
Derby, president. Popular Tele 
vision Association, said = in 


London. 


Operation ‘within months’ 

It would be possible on a 
national scale to have competi- 
tive television stations in opera- 
tion within three years and on 
a local basis within a matter of 
months, he added. 

The Scotsman last Friday, in 
a column, “A Scotsman's Log.” 
declared: “If it comes to the 
point there are times when we 
should like to see the B.B.C. 
and certain other institutions 
sponsoring advertising. Many 
of the advertisements which we 
read nowadays are more interest- 
ing, more informative, more in- 
telligent, and more dignified than 
the text surrounding them.” 


Ad. reeord for 
*Woman’s Own’ 
2Ist birthday 


Stuart Mander, advertisement 
director, George Newnes, has 
received Messages of cong:atuia 
tion from many advertisers and 
agents throughout the country on 


the occasion of Woman's Own 
2Ist birthday. 
During 1953 Woman's Own 


will have carried more advertise- 
ment pages than ever before for 
both monotone avd colour, and 
the 60-page 21st birthday issue 
sent to advertisers and agents in 
a promotion folder in the shape 


of a birthday cake contained a 
record number of colour adver 
tisements 


y ” . 
INDIA TYRES ON 
al ’ ‘ ”_ al 
THE SCREEN 
For the first time in. screen 
advertising a British tyre manu- 
facturer has chosen an animated 
cartoon film as an advertising 
medium India Tyres have 
decided to produce a one-minute 
film and release it to the general 
public 
Production and distribution 
have been handled by Pearl & 
Dean Ltd. The film is designed 
by Andre Sarrut and is beine 
released in over 400 A.B 
cinemas and independent; 
throughout the country 


The Lord Mayor and Lady Mavoress of London received hy 
and Mrs. Hubert A, Oughton at the annual dinner of the 11.P.A., 
held for the first time in the Mansion House. 


Mr. 


‘God bless advertising,’ 
says the Lord Mayor 


TRIKING tributes were [paid to advertising by speakers at 
J the annual dinner of the Incorporated Institute of Prac- 
titioners in Advertising, held at the Mansion House on Wednes- 


‘Stand up for : 


yourselves!’ 


Your only weakness is that 
you do not stand up quite 
enough for yourselves. It is 
always a temptation to smile- 
smugly at one’s detractors and 
say: ‘I can take it.” 

if | had to offer any criti- 
cism of the Institute of Incor- 
porated Practitioners in 
Advertising it would be that 
it does not sufficiently adver- 
tise itself. 

After all. you are a most 
powerlul body and you have 
done an immense amount to 
raise standards and improve 
taste in advertising. Every- 
one knows the part that ad- 
vertising plays in modern life; 
dut not enough people know 
the oart that your Instivute 
plays in maintaining the high- 
est possible standards in ad- 
vertising. = Sr Christopher 
Chancellor, general manager, 
Reuters. 


Yorkshire ad. men 
at film show 


About 100) leading advertisers 
ind advertising agents from Leeds, 
Hull, Shefheld, Bradford and Harro 
gate attended a special film show of 
screen advertising at the Queen's 
Hotel, Leeds 

The show was 
Theatre Publicity 
advertising company of the 
J. Arthur Rank Organisation, and 
was followed by a cocktail party. It 
demonstrated a wide variety of new 
advertising films and filmlets pro- 
duced by Theatre Publicity Ltd 

Theatre Publicity will be pre- 
senting similar film shows in other 
key provincial and Scottish cities 


presented by 
Ltd.. the screen 


Oclrichs move 
Oelrichs Advertising Ltd. have 
moved into new premises at $3 
‘Vostenholm Road. Sheffield 7 
They occupy the whole of the 
building The agency started in 
1946, 


It now handles 68 accounts. 


day of last week. 


The Lord Mayor led the way 
with thanks for the help given by 
members of the Institute during 
the floods (see Mainly Personal, 
page 54). God bless the adver 
tising world, he said, the mem- 


bers of which did so much to 
help their country in an hour 
of need 

Sir Christopher Chancellor, 
general manager of  Reuter’s, 
suid: “It is hard to exaggerate 


the improvement in the technique 
and aesthetic quality of advertis 
ing that has occurred in’ our 
generation And, taken as a 
whole, the advertising in our 
newspapers, and the advertising 
of British goods in overseas 
markets, tells the story of British 
mventiveness and British — skill 
with a foree and pungeney which 
no other medium can emulate.” 

Malcolm Muggeridge, editor 
of Punch. said To be among 
advertisers, and those connected 
with advertising, ts, to me, a 
particular pleasure. The profes 
sion of journalism, from which 
I have derived my livelihood for 
the past 25 vears, would be in a 
poor way indeed but for your 
labours though it has to be ad 


mitted that there are journalists 
who are inclined to avert. their 
gave trom this © self-evident 
circumstance. bor myself, I not 
only gladly acknowledge — the 
obligation to advertisers but 1 
positively like advertisements.” 
As reported last week Hubert 
Oughton, president HIPA, and 
other speakers dealt with latest 


developments in the competitive 
IV controversy 
. . . 
Scottish edition for 
. 2 b 
Universe 
From October 9 the Universe will 
publish a Scottish edition. In doing 
so, it will revert to its pre-war policy 
suspended because of newsprint 
restnichions, 


BELFAST SUPPLEMENT 
The Irish Times on Tuesday car 
ried a J6-page supplement on 


Belfast 
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‘Safety is job 
for advertising 
industry’ 


A campaign to enlist the support 
of the whole advertising indus- 
try in the fight against road 
accidents has been launched 
by the “Municipal Journal.” 

Alleging that the weakness of 
road safety propaganda is the 
fault of those in power who 
apparently suppose that the in- 
fluencing of men’s minds is a 
task that can be safely left to 
civil servants and amateurs, the 
“Municipal Journal” says: 

“It is not merely a matter of en- 
gaging an advertising agency 
or two to design a few more 
road safety posters. An appeal 
to take up the cause of road 
satety should be directed to 
the entire advertising industry; 
in effect that means to British 
industry as a whole, because 
to-day virtually everyone with 
something to sell is engaged in 
advertising.” 

the “Municipal Journal” repro- 
duces a number of road safety 
advertisements put out by the 
U.S. Advertising Council and 
inserted in newspapers at the 
expense of advertisers, who 
benetit only by the association 
of their names with a public- 
spirited campaign. 

“Does anyone suggest that British 
industry and British advertising 
agencies cannot do as well?” 
the magazine challenges. 


, . 
BTC to deal with 
. . 

advertisers direct 

On and after January 1 the 
commercial advertisement office: 
of the British Transport Com- 
mission will be responsible for 
the letting of advertising space 
ind hoarding sites on the Lon 
don Midland and Scottish Ke 
gions of British Railways hitherto 
handled as contractors by W. H 
Smith & Son Ltd. Frank Mason 
& Company Lid, and. in Scot 
land, MacDuff & Company Ltd 


1. H. Brebner, chief public 
relations and publicity officer. 
British Transport Commission, 


told Apviertiser’s Wrextry the 
assumption by his department of 
these responsibilities is in pursu 
ince of the Commission's policy 
to deal direct with advertisers or 
their agents. As agreements with 


contractors reach their natural 
termination they are not being 
renewed 

, 

Pull of the ad. 


. 
filunlet 
Sule managers in this country 
hould reproach themselves for not 
making more use of cinema sereen 


idvertising as a potential sales force 
in past years, suid J. Collins, of 
Pear! & Dean. at a meeting of th 
Manchester Branch of the Incor 
porated Sal Managers last weck 


Mr. Collins maintained that the 
short idvertising filmlet was th 
publicity medium. Ut 
had the biepest pull because it was 
reaching al] income groups, he said, 
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ry. o . 
I'wo join 
Lintas board 


Martin Etherington-Smith = and 
D. H. McGill have joined the board 
of directors of Lintas Ltd., London. 

Mr. Etherington-Smith = entered 
advertising in 1928 with A. J. 
Wilson & Co., Ltd. From 1935 until 
the outbreak of war he was an 
account executive for S. H. Benson 
Ltd. After war service with the 
Red Cross, for which he was 
awarded the C.B.E., he joined the 
board of C. F. Higham Ltd. Since 
1948 he has been with Lintas Ltd. 
in charge of a group of accounts for 
products of Lever Bros. Lid. and 
D. & W. Gibbs Lid 

Mr. McGill has been with Lintas 
since 1934, After war service he 
went out to India as manager of the 
Bombay branch. He was president 
of the Advertising Agencies Associa- 
tion of India in 1951. 


* * 

Frank Buck who joined Tully 
Crabbe Lid. in 1935 as an appren- 
tice, has now been made a director 
of the company. 

- 


* 

J. Bruce Omand, director and 
general manager of Sommerville & 
Milne Lid., Glasgow, has been 
elected to the Master Court of the 
Incorporation of Coopers of the 
Trades House of Glasgow. He is 
the third generation of his family to 
serve on the Master Court. 


Raftery returns as 


‘Recorder’ ad, chief 


Leonard Raftery, for many years 
advertisement manager of the Daily 
Mail and the Evening News, who 
retired in August 1948 when 52, has 
returned to Fleet Street. He will be 
advertisement director of the new 
daily newspaper The Recorder. 

Other appointments to The 
Recorder include 8S. C. Chandler, 
formerly managing editor of the 
News Chronicle, as an associate 
editor. 

* 7. 

George Ravenscroft, secretary of 
Hulton Press since 1950, has been 
appointed chief accountant and 
secretary, The Recorder Lid. and 
Brittain Publishing Co. (London) 

td. 

7 * * 

M. L. Daniels, last year's presi- 
dent of the Publicity Club of Not- 
tingham, has retired from his posi- 
tion as managing director of the 
Rexall Drug - Company Ltd. of 
Great Britain and Ireland. He 1s 
remaining as chairman of the com- 
pany. 
pany * * 

Mary FE. Hill has joined Leggect, 
Nicholson & Partners Ltd. as a 
copywriter. She was previously with 
Lintas Ltd. 


A good product gets the right audience in 


i 


News About People 


Sir Noel Bowater, a director of 
the Bowater Paper Corporation Ltd., 
has been chosen the Lord Mayor- 
Elect of London. 

* 


Partners in a newly-formed Man- 
chester organisation Associated 
Press Services—are J. G. Houlston, 
a director of Crane-Wood Ltd., 
Manchester advertising agents, 
B. Gregory, Crane-Wood's produc- 
tion manager, and J. F. McDermott, 
well-known sporting journalist. Mr. 
Houlston and Mr. Gregory, of 
course, retain their positions with 
Crane-Wood. 


BDMAA elects 


new officers 


Major C. V. Wattenbach (Dicto- 
graph Telephones Ltd.) has suc- 
ceeded A. Edward Jones (Gee & 
Watson) Ltd., as chairman of the 
British Direct Mail Advertising As- 
sociation, Other officers: vice- 
chairmen, F. T. Day (S. Jones & 
Co., Lid), W. A. Camp (Dudley 
Furner & Vincent Lid.); hon. trea- 
surer, Mugh Bourne (Chadwick- 
Latz Lid.); council, N. A. Cameron 
(Block & Anderson Ltd.), H. L. 
Clarkson (S. H. Benson Ltd.), Peter 


Colbourne (Chadwick-Latz  Litd.), 
Miss Audrey Deans (Pritchard, 
Wood & Partners Ltd.), Leslie 


Hardern (North Thames Gas Board), 
Robb Holland (Simmonds Postal 
Publicity Lid), A. Edward Jones, 
Horace Martin (Spicers Lid.), Miss 
K. M. Murphy (Linguaphone Insti- 
tute Ltd.), A. W. Murrell (Reming- 
ton Rand Ltd.), David Patrick (Sir 
Isaac Pitman & Sons Ltd.), T. 
Robertson (Franey & Co., Ltd.), 
EK. J. Thompson (Time-Life Inter- 
national Ltd.) and R. E. Williams 
(Bradbury, Agnew & Co., Ltd.). 
Chairmen of committees: Messrs. 
Cameron, publications; Hardern, 
reception; Martin, criticism and 
awards; Wattenbach, membership ; 
Day, portfolios and house journals; 
Camp, public relations; Bourne, 


finance; and Miss Kay Murphy, 
programmes. 


Major C. V. Wattenbach, new 
chairman (right) receives on behalf 
of the B.D.M.A.A. a gavel presented 
by A. Edward Jones, immediate 
past-chairman, 


D. H. McGill 


M. Etherington-Smith 


C. P. Hannigan 


Kemsley Newspapers announce 
that C. P. Hannigan, advertisement 
manager in Manchester of the 
Daily Dispatch, will move to Lon- 
don on November 5, operating 
thereafter from Kemsley House, 
London, and taking over the Lon- 
don representation of the paper. 
Ihe northern advertisement interests 
of the Daily Dispatch will be in the 
care of S. J. Ashton, as assistant 
advertisement manager at Man- 
chester. T. G. N. Pearce remains 
chief advertisement manager at 
Kemsley House, Manchester, and 
advertisement manager of the 
Evening Chronicle there. 


* 

The wedding took place in Dublin 
last week of Gerard Dunne, publi- 
city department, Independent News- 
papers, Dublin, to Miss Patricia 
Dunlea, the well-known Irish com- 
edienne. Mr. Dunne is the son of 
John Dunne, director and manager, 
Independent Newspapers Ltd. 

* * * 


A presentation of gramophone 
records to J. Rowe, a member of 
the advertisement staff of the Birm- 
ingham Gazette & Despatch Ltd., 
was made by W. B. Morrell, the 
managing director, to mark Mr. 
Rowe's success in the Advertising 
Association examinations. 


* * * 

John Cull has been appointed 
advertisement representative of the 
Christian Science Monitor. He was 
formerly a representative of the 
Barrow News and Mail. 


President of the 
Solus club 


A. N. Hunter, a director of Sun 
Engraving Co., Ltd., was elected 
president of the Solus Club at the 
club’s annual meeting on Thursday. 
R. A. Loader, a director of Samson 
Clark & Co., Lid. was appointed 
hon. treasurer. W. H. Lynas of 
Illustrated Newspapers, was re 
elected hon. secretary. 

* * * 

Relinquishing store management 
after 20 years, Stephen Hubbard has 
joined Samson Clark & Co., Ltd., 
and will take particular interest in 
drapery, textile and allied advertis- 
ing. Mr. Hubbard was, until re- 
cently, general manager of Plummer 
Roddis Ltd., Eastbourne. 


* 

The committee of management of 
Birmingham Co-operative Socicty 
have appointed an employee of the 
Society, V. J. Tapp, as_ publicity 
officer. 


All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London W.1 


The Listener 


AVERAGE WEEKLY NET SALE 136,407 


Young & Rubicam 


changes 

A. O. Buckingham, managing 
director of Young & Rubicam Ltd. 
has announced two important 
changes in the organisation. Taking 
effect immediately Tom Reynolds 
will be chairman of the plans board, 
and Ward Hagan wil! be in com- 
plete charge of the contact depart- 
ment, 

Mr. Reynolds came to the Young 
& Rubicam office in London in 
July 1950 as an account executive. 
He was made a director in June 
1951, and is contact supervisor on 
lide, H. J. Heinz Company, Mars 
(Bounty and Spangles), Sanforized 
and Sanfor (Continental) and Mac- 
leans indigesuon remedies. Mr. 
Hagan, a director since 1952, once 
worked as a retail salesman for the 
Stouffer Corporation restaurant 
chain and wrote copy for Mont- 
gzomery Ward & Company the large 
American mail order house. 

* * * 

Will Kitchen writes to say that 
anyone wishing to attend the Bottell- 
Swatton lunch should contact him 
at 131 Fleet Street, London, E.C.4. 

* * * 


James Gleeson, who is in charge 
of the press and public relations 
division of Charles F. Higham Ltd. 
has written the feature “Quest 
Under The Seas,” which is to be 
broadcast on the B.B.C. Home Ser- 
vice on Sunday. 

* 


* * 

Douglas P. Ridgwell, who for the 
past two years has managed his own 
advertising consultancy, Penn & 
Partners Ltd., in association with 
the late H. K. Thomas, has been 
appointed to the board of Goddard 
Watts Ltd. He will be in charge of 
all production. 


Obituary 
Col. R. Le Butt 


Col. Ralph Le Butt, D.S.O., who 
joined Alfred Bates & Son Ltd., as 
an account executive in 1935, has 
died aged 77. Although long past 
the age of retirement Col. Le Butt 
kept in touch with his accounts. 


R. S. Forsyth 


Robert Service Forsyth, director 
of Cumberland Newspapers Ltd., 
Carlisle, and a former editor of the 
Cumberland News and Cumberland 
Evening News, diced at his home at 
Scotby, near Carlisle, aged 81 
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»e--and one person in three 


Every week one family out of «very three 
in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,262,856, the rea Pat Ss ¢ nh © 
Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 


adult member of the family on the best ad- 


vertising day of the week—the day they 


Sunday Pictorial 


have time to read advertisements at leisure, 
and sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical 
too, Compared with 1939 its square inch per 


thousand rate has increased much less than ever y wee k 


that of any other Sunday newspaper. 
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Opportunities in this new Elizabethan age 


Nicholas tells how advertising could raise 


its own 


prestige 


PLEA FOR A UNIVERSITY CHAIR 


AN eloquent exposition of the tasks of adve 

Elizabethan age was given by J. B. Nicholas. 
change in neme from agent to practitioner; the appoint- 
the establishment of a £50,000 
and for a university chair for 


for a 


ment of a PRO for advertising; 


fund to advertise 

“If we are to make British 
advertising the finest in the 
world,” said Mr. Nicholas, “the 
standard by which all advertising 
is judged—-we must examine our- 
selves strictly, correct our faults 
and establish our practice on 
sound principles of public ser- 
vice. 

“The case for advertising can- 
not be made or won by the 
dialectical battles. Our defence, 
our claim to the respect and trust 
of the nation, is not to be estab- 
lished by words and arguments. 
It must be built by action; by 
strict examination of our motives 
and practices; by reforms, if 
reforms are found to be neces- 
sary. The confidence of the 
public is our greatest asset and 
we must not shrink from any 
measures that may be necessary 
to retain it.” 


Most truthful 


Mr. Nicholas referred to 
attacks on advertising and the 
assault by Aneurin Bevan at the 
Advertising Association Confer- 
ence, and said: “In any im- 
partial examination, British ad- 
vertising, as practised to-day, 
would be found io be the most 
truthful in the world. And yet 
this nagging barrage of suspicion 
and criticism goes on. 

“What are -we going to do 
about it? The time has come 
when we must carry the fight to 
the enemy—-we must fight back. 
Our attitude has too much of 
appeasement and apology in it. 

“One serious weakness in our 
professional front is the position 
of the advertising practitioner — 
or advertising agent as he 1s 
generally called by the public. 
This term advertising agent 
covers a multitude of sinners, As 
far as | can make out, anybody 
can call himself an advertising 
agent — which means that the 
reputable three or four hundred 
who really handle 95 per cent of 
the country’s advertising, and 
who are striving to establish re- 


spectable standards of practice, 


in this new 


He called 


J. B. Nicholas in action. 


are lumped in with this hetero- 
geneous mob of camp followers 
and accused of every vulgarity 
that is published as an advertise- 
ment. We should drop the name 
altogether and establish the title 
advertising practitioner as exclu- 
sively and clearly as the titles of 
solicitor, barrister, physician and 
surgeon are established. 

“A consolidated body univers- 
ally recognised by the general 
public as ‘The Advertising Pro- 
fession’ is something that could 
be achieved in the next few years. 
And once we have it, we should 
take steps to make the public 
fully aware of it. 


Antiquated notions 

“A public relations officer, 
working in the right spirit, could 
do a great deal to correct the 
antiquated notions and the ill- 
found prejudices which still per- 
sist—mostly among “educated” 
people for some reason; extra- 
ordinary ignorance about adver- 
tising, its methods and function, 
and the people who work in it. 
He could introduce us afresh as 
ordinary folk who are trying to 
do an honest job in a difficult 
world. This, | am sure, would 
help to change the present anti- 
pathy and suspicion into sym- 


Fighting talk 


J. B. Nicholas had this sug- 


“ing Association Conference: 
“Why shouldn't the 
annual conference be a rally: 
of our critics? Let's get them: 
in front of us, Why not invite: 
20 M.P.'s, 20 City men, 203 
leading churchmen, 20 dons, 
20 headmasters, 20 editors, 20: 
trade union leaders and let's: 
: make a battle of it—a full? 
° dress debate. Let's give them: 
2 an intensive two-day course of? 
3 instruc tion in what adv ertising 3 
: 3 is really doing.” 


paves and understanding. 

“As to advertising advertising, 
I think something could be done 
here, for the social and commer- 
cial achievements of advertising 
over the last 20 years wouid 
make a grand, convincing story. 
But who 1s to pay for it? £50,000 
or £60,000 would be required. 
Can the practitioners find such a 
sum? There are about three to 
four hundred of them; an aver- 
age contribution of £200 would 
produce the appropriation. The 
richer agencies might feel dis- 
posed to contribute more. The 
newspapers might be disposed to 
contribute for they would cer- 
tainly benefit; but they must not 
control the promotion. The 
operation should be a_ practi- 
tioner’s Operation, 


All would benefit 

“All would benefit from an 
efficient campaiga. Industrialists 
and others who are now luke 
warm about advertising wouid 
certainly be influenced. The 
volume of advertising would 
certainly be increased. The pres- 
tige and authority of advertising 
would be established and 
recognised. 

“We need a just, impartial 
analysis and synthesis of adver- 
tising’s function and future in an 
industrial democracy a case 
built up objectively regardless of 
all vested interests. Our back- 
room boys could = make it. 
They've got the ability all 
they need is zeal. 

“If some great-hearted indus- 
trialist, acknowledging his debt 
to advertising, were to give us our 
Professor of Advertising in Lon- 
don University, then indeed we 
should be refreshed and re- 
inforced most mightily.” 
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Copywriters 
are warned 


A result of the new Merchan- 
dise Marks Act should be an end 
of the agitation in some quarters 
in favour of Consumer Councils, 
said W. J. Leaper. 

It was extremely doubtful 
whether there was ever a strong 
case for them, and this Act made 
their establishment entirely un- 
necessary. 

Stressing the importance of the 
new Act (which comes into effect 
next February) to copywriters, 
Mr. Leaper emphasised _ that 
whereas in the past the law had 
been concerned only with false 
descriptions, in future it would 
be necessary to guard against 
anything likely to be misleading. 

He said: “it may be that in 
practice there will be little differ- 
ence in the attitude of the 
Courts, but the advertiser should 
be on his guard—the truth is 
required, and the whole truth—a 
statement that is only partially 
true will certainly be construed 
as misleading.” 

Parliament, the Courts and the 
publishing and advertising organ- 
isations and clubs were in com- 
plete harmony in their desire to 
protect consumers, and particu- 
larly housewives. 

Mr. Leaper hazarded the 
opinion that it might be neces- 
sary to bring in a new Bill to 
deal with commercial TV. 


QUOTES 


Advertising is the housewife’s best 
friend. If it weren't for the way ad- 
vertising keeps the wheels of indus- 
try turning fewer goods would be 
made and they would be sold at 


higher _prices.-Lt.-Col. Maurice 
Batchelor. 
* * ” 


Good advertising will flourish—if 

bad advertising is made impossible. 

Norman N. Jones. 
* * * 

The clubs are organised advertis- 
ing’s point of sale.—W. H. Hamp- 
Hamilton. 

* * * 

We have, in the clubs, the 
greatest cross-section of advertising 
knowledge and opinion that exists 
in this country and it is time we 
used this knowledge to more prac- 
tical purpose.-Frank Coulson. 

* * 


It is time some people stopped 
turning over coppers in their pockets 
and pulled out their wallets to help 
advertising. —J. B. Nicholas. 
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Three outstanding issues 
covering the 


1955 BUILDING EXHIBITION 


Olympia, Noy. 18 — Dee. 2, 1953 
NOV: 12. Exhibition Guide... ..... Press date Oct. 29 
NOV: 19. Exhibition Report ....... Press date Nov. 5 
NOV: 26. Exhibition Review ....... Press date \ov. 12 


Colour copy dates on application. 


DORSET HOUSE, 


STAMFORD STREET. S.E.1. WATERLOO 3333 (60 
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ADVERTISER'S WEEKLY 


Diamond jubilee of 
S. ll. Benson Ltd. 


NE of London's great advertising agencies, S. H. Benson 
Lid,, was 60 years old on Saturday—a birthday which 
recalls some of the most outstanding pioneering work ia British 


advertising. 

It all began in 1893, 
tember 26 

Samuel ‘Herbert Benson, a re- 
tired Naval officer with a crippled 
leg, was notable for the fact that 
he ran his concern on modern 
service. agency lines right from 
the start. 

Speaking ten years later of his 
start he said: “Press restrictions 
were rampant on all sides. News- 
paper proprietors appeared to 
hedge round every space with 
the most ridiculous and vexatious 
conditions, The serious considera- 
tion of advertising policy by ad- 
vertisers was generally unknown, 
The art of effective display was 
in its infancy, The great object 
of advertisers Was to cut prices. 
An advertiser would begin by 
getting a list of papers. He would 
ask agent after agent for his list, 
choose between them, and ther 
send round one piece of copy to 
be filled into the spaces as best 
the printer could.” 

Benson would have none of 
this sort of thing. In a booklet 


on Sep- 


called Wisdom in Advertising 
which he published in 1901 he 
wrote: “Mr, Benson has no per- 


sonal interest in any publication; 
he does not prepare schemes in 
competition with other agents, nor 
does he divide his commission 
with his clients.” 


Poster ‘classics’ 


The rightness of his views can 
best be shown by the names of a 
few of the products he advertised 
at the turn of the century 
Bovril, Rowntrees Cocoa, 
Edwards Desiccated Soups, Col 
man’s Starch, Lazenby’s Sauce, 
Ivory Soap, Virol, Brown & Pol- 
son’s Corn Flour. 

Benson was a firm believer in 
outdoor advertising and built a 
nation-wide organisation, Goods 
delivery by carrier vans gave him 
the idea of “moving posters,” so 
familiar in transport advertising 


to-day. He started a separate 
company, the Carrier Van Com 
pany, and exploited the new 
medium till carrier vans were in 
their turn supplanted by motor 
transport. Many of the early 
posters Benson issued, such as 


Bovril’s “Alas, my poor brother” 
have become classics 


As early as 1912 he had re 


cruited and trained special staff 
for market research, which he 
called market development. 

Both Benson and his clients 
prospered. In 1899 the firm 
moved to larger premises at 
1 Tudor Street and six years later 
S. H. Benson Ltd, was incorpor- 
ated as a private limited company. 
In 1909 another move was made 
to the company’s present offices 
in Kingsway Hall. 

In 1914 S. H. Benson died and 
was succeeded by Philip de 
Gylpyn Benson, his son. 

In 1925 Philip Benson became 
president of the Association of 
British Advertising Agents. He 
worked tirelessly to found the 
Institute of Incorporated Practi- 
tioners in Advertising and his 
contribution was recognised by 
his election as first president of 
the new body in 1927. He will 
be remembered as a pioneer of 
education in advertising. 

Benson had the gift of attract- 
ing able men and women round 
him. Of these perhaps the most 
notable was O, W. Greene, one 
of the great copywriters, Greene 
originated the Mustard Club and 
many other famous advertising 
campaigns. Names like Dorothy 
Sayers and Pamela’ Frankau 
added lustre and originality to the 
creative team, 

A young account executive 
chosen by Benson as one of his 


ue “» 


pit 


carom AAR 


Roy 


Watson (right), 
Company (Great Britain) Ltd. 
fry, art director of Erwin Wasey & 
Shoe and Leather News,” 
Rec ord, y 
showcards which will form the 


advertising manager of the 
and the 


and A. V. 
selecting the correct order of eight Goodyear * 


This famous poster was issued by 
Benson's in 1898. 


executors is the present chairman, 
Norman Moore, A young copy- 
writer who worked with Greene 
on Guinness advertising from the 
start is the present managing 
director, R. A, Bevan. 

On Philip Benson's death, in 
1931, G. W. Knight became chair- 
man and served in that office until 
his retirement in 1945 after 43 
years’ service, 

In 1948 in association with 
Mather & Crowther. Bensons 
started the New York agency of 
Hewitt, Ogilvy, Benson & Mather, 
In 1949 they acquired a controll- 
ing interest in D. J. Keymer & 


Co., Ltd., with branches in Cal- 
cutta. Bombay, Madras and 
Karachi. 


Subsidiary companies at home 
who will also be participating in 
the jubilee celebrations, which 
will take the form of two 


luncheons and a cocktail party, 
Dixon & Hunt- 
of London, and H. C. 
of Birmingham 


are Spottiswoode, 
ing Ltd., 


Longley Ltd. 


Tyre & Rubber 
panel of independent judges, Frank 
Co., Lid., C. A. Shephard, of the 
French, of the “Shoe and Leather 
What Pretty Feet” 


Good vear 


basis of a competition at this vear's Shoe 


and Leather Fair which opens next Monday. 


Advertising and selling problems 
in Switzerland? 


Publicitas is the leading and largest advertising agency 
with 50 branch offices. General information and exact 
estimates are supplied free and without obligation to you 
Write to our fully equipped Foreign Department, Lausanne, 

3 Avenue Benjamin-Constant 


oa 


OcrToser 1, 


TEXTILE 
MACHINERY 
EXHIBITION 


On October 14 the’ Textile 
Recorder \nternationa! Tex- 
tile Machinery Exhibition 
opens at Belle Vue, Man- 
chester, and during the next 
ten days it is estimated that 
more than 100,000 _ visitors 
from every textile producing 
country in the world will see 
the greatest collection of tex- 
tile machinery and accessories 
ever assembled. 

Participating will be 274 exhibi- 
tors from nine overseas coun- 
tries as well as the United 
Kingdom. 

The exhibition is organised by 
the Textile Recorder acting 
under the direction of Textile 
Recorder Exhibitions Ltd., a 
non-profit making company 
whose shares are owned by the 
textile machinery industry. 

One of the most important fea- 
tures of this organisation is 
that an exhibifion is staged 
only when the machinery in- 
dustry itself judges that there 
has been enough new develop- 
ments to make it worth the 
while of textile manufacturers 
to travel from all over the 
world to see them. So the 
decision to organise an exhibi- 
tion is not only a guarantee of 
a valuable show, but an indi- 
cation of marked industrial 
progress. 


Overseas interest 

This exhibition will ocupy 90,000 
square feet of stand space and 
will include machinery, acces- 
sories and ancillary plant for 
every section of the textile in- 
dustry, with the exception of 
knitting. A knitting machi- 
nery exhibition is held separ- 
ately at Leicester, the next 
being provisionally planned 
for 1956. 

One of the most interesting sec- 
tions of the exhibition will be 
the machinery that has been 
specially designed to process 
the new synthetic fibres, whose 
special characteristics often 
Impose serious processing pro- 


1953 


blems. For all this, however, 
the traditional fibres are still 
the most important and 


machines for handling cotton, 
wool and silk at every process 
from the raw fibre to the dyed 


and finished cloth will be 
shown. 

Exhibitors from nine overseas 
countries are participating. 


Germany and Switzerland will 
have the strongest contingents, 
* Market survey of Lancashire 


and the north-west, page 29. 
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THE STANDARD BANK OF | Financial CHANCELLOR rts BAN ON 
SOUTH AFRICA Notes TRUST CAPITAL ISSUES 


ADOPTION AL RESOURCES FOR EXPANSION Fram One ty tatiowr 
= ran oma acs womens Umit Trust Prices ~ 
ISSUE OF 2.000.000 IN £1 SHARES : 


A FREDERICK LEITH BOR ON 
TRADING CONDITIONS 


"ROBERT M. DOUGLAS CONTRACTORS) UNITED 
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To cover the Midlands first cover Birmingham 


The Birmingham Post 


38 New Street, London Office : 
Birmingham, 2 88 Fleet St., E.C.4 
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ADVERTISER'S WEEKLY 


NOW—do it ! 


“For a long time we have had 
the idea of a public relations 
plan for advertising, and I 
think there will be further 
developments in the near 
future.” 

Drummond Armstrong, 
November 1, 1951. 

“We need more facts about how 
advertising has cheapened 
goods to the public, and we 
need to publicise those facts.” 

John Rodgers, M.P., 
January 31, 1952. 

“It is high time advertising .. . 
braced itself to launch a cam- 
paign designed to tell people 
some of its achievements.” 

Hubert Oughton, 
September 23, 1953. 

“Advertising must guard what it 
has accomplished and take the 
initiative. The = over-riding 
task is to educate the public 
to the importance of advertis- 
ing.” 

E. J. Robertson, 
September 25, 1953. 


SELLING THE CITY 


Among the top table guests at 
the annual dinner of the In- 
corporated Institute of Prac- 
titioners in Advertising was Sir 
John Braithwaite, the Stock 
Exchange chief. He heard 
something about the capabili- 
ties of advertising from the 
Lord Mayor. 

Sir John has friends in advertis- 
ing. He has a flair for pub- 
licity, too. It has led to the 
introduction of a public 
gallery in the Exchange. 


High time 


His friends should endorse the 
comments of Frederick Ellis, 
“Daily Express” City editor, 
who wrote this week: “it is 
high time Sir John and his 
Council . . . set members free 
to advertise their wares like 
any other business. Advertising 
must come one day. 

“No business, whatever its line, 
can prosper long without it. 

“Why not now, Sir John?” Mr. 
Ellis asked. 

Why not, indeed? It would be 
good for the City and good for 
advertising, because it would 
create a new understanding of 
the function of free  enter- 
prise. 

Here there could be a splendid 
dual purpose public relations 
operation. 


S°, many wild generalisations 

have been made in this 
country against commercial 
IV programmes in the United 
States during the past six 
months one would think there 
were no discriminating viewers 
over there at all and no decent 
programmes for them to see. 

My own reactions, after view- 
ing consistently for a number of 
wecks in the States this year, can 
be summed up in the remark 
attributed to the Victorian 
Samuel Butler-——“he didn’t mind 
lying, but loathed inaccuracy.” 

I admit at once being bored 
by some programmes in precisely 
the same way that I am_ bored 
by sound and TV programmes 
put over by the B.B.C., but tastes 
differ and anyway “live and let 
live.” I saw two TV programmes 
which were disgraceful. 

The worst was an instalment of 
a serial called “Black Coin” put 
over by WNBT and a shoe com- 
pany in which a number of 
beachcombers, thugs and disso- 
lute women hung around a 
saloon bar where there was a bit 
of knife throwing and endless 
fisticuffs over a_ native — girl. 
Viewers saw this girl crouching 
in a corner as a boat captain, 
ferocious and menacing, made 
towards her. She shrieked for 
help as the instalment ended. 
The soothing announcer then said 
“be sure and tune in next week.” 

This was a serial for children 
and there was an invited audience 
in the studio (some of them boy 
scouts in uniform) bribed to be 
there with presents of bicycles 
and watches, When I viewed, the 
cameraman turned his camera 
too quickly and viewers saw the 
children in the studio give a 
startled jump. 

Such programmes are very few 
indeed and it is worth noting 
that the daily papers of New 
York the next day denounced 
it in scathing terms and told 
the sponsors exactly what they 
thought of them. The business 
men using commercial TV pro- 
grammes for advertising I met, 
were well aware of the need for 
high standards and good taste 
and agreed that “bad shows did 
business no good.” 

Many big companies use TV 
to tell the history of their busi 
nesses, their developments since 
the war, their latest products and 
what they hope their future 
developments will be. Ford, for 
example, have had a two hout 
IV history of the firm celebrat 
ing “fifty years service.” It was 
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by 
DAVID HARDMAN 


Educational consultant, $.T. Garland 
Advertising Agency and to Sidney- 
BarionLtd., Parliamentary Secretary 
to the Ministry of Education under 
the Labour Government, 1945-1951. 


superbly put on and, by all news- 
paper comments, made a great 
stir among the thousands of 
workmen and their families asso- 
ciated with the firm. I can see 
distinct education value in British 
firms doing the same thing. Such 
advertising is an art and a contri- 
bution to national well-deing. 
- * * 

One Sunday, in Washington, I 
selected six consecutive  pro- 
grammes from the four channels 
at work. All were commercially 
sponsored. The first was called 
“Youth Wants To Know,” show- 
ing high school boys and girls 
interviewing the president of the 
National Association of Manu- 
facturers on taxation. The next 
presented four university students 
catechising Senator Smithers of 
Florida on racial discrimination 
in education. One of the students 
was a negro. I felt sorry for the 
Senator and for the president of 
the NAM. The young peopie 
were well informed and tough 
debaters. 

A science programme showed 
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MM V commercials praised 


the mechanical heart actually 
being used on a patient at a hos- 
pital in Detroit. This was a 
beautifully planned and produced 
documentary. Next a firm of 
cigarette manufacturers put on 
four Senators (two Republican, 
two Democrat) arguing about 
U.S. Far Eastern policy. Seldom 
in a debate of this kind have I 
heard Britain's point of view 
better put and more often re- 
ferred to. 

Equally stimulating was the 
next half hour called “Man Of 
The Week” when Walter Reuther, 
president of the Congress of 
Industrial Organizations, was 
interviewed by the press. He 
pulled no punches. There fol- 
lowed a debate on “How should 
we combat Communism,” between 
Congressman Velde and Jim 
( arey , treasurer of CIO. It made 
our “in the News” look like an 
agreeable tea party. Finally my 
three hours viewing showed a 
serial puppet show called “Kukla, 
Fran and Ollie.” It was original, 
aesthetically satisfying and, I was 
told, had the largest fan mail of 
any TV = programme — from 
Chicago to Baltimore. 

I believe, myself, in freedom for 
the twin arts of instruction and 
entertainment and I think that 
some of my friends who are 
opposing it are being too emo- 
tional and hasty in their judg- 
ments. 


@ Of five resolutions on com- 
petitive TV before the Con- 
servative Party Conference 


next week, four are in 
favour of its early introduc- 
tion. The other calls for a 
free vote of the Commons 
“in view of the conflicting 
opinions held by the public.” 
® Record appropriations have 
been ear-marked for cam- 
paigns for plastic rainwear 
for men next year. More 
manufacturers are to intro- 
duce light-weight models. 

@ Hairdressers at their annual 
conference will discuss the 
need for a combined pub- 
licity campaign. Branches 
which have been successful 
with local schemes’ will 


press for it strongly. 
ending of 


@ With the sugar 


rationing, sweets manufac- 
turers are stepping up pro- 
duction—and publicity cam- 
paigns. 

@ In a bid to recruit urgently- 
required workers, Lanca- 
shire cotton mills are plan- 
ning to place display adver- 
tisements in provincial and 


Northern’ Ireland news- 
papers. 

@ Some national newspapers 
are reconsidering their 


policy on the acceptance of 
advertisements for rival 
journals. 


© Films and film-strips are to 
be used by big retail organ- 
isations to train shop staffs 
in hard-selling techniques. 
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New opportunities in the greatest 
of all National Trade Fairs 


Bookings are now open for the 1954 BIF and—this year 
exhibitors who apply early will be able to choose the site 
they prefer. 

More—the earlier you book the surer you are of getting 
into the advance catalogues; world-wide publicity to 
25,000 business men before they travel to Britain. 

Apply now to your Regional Office of the Board of 
Trade for space at the London sections of the Fair and for 
full information about exhibiting. If you have not 
exhibited before, they can tell you what the Fair can now 
offer to your particular business. For space in the 
Engineering and Hardware Section at Castle Bromwich 
apply, Chamber of Commerce, 95 New St., Birmingham. 

The BIF of 1954, profiting by the experience of 32 
previous Fairs, will be even better organised to show 
British goods to the world. 

It will again provide contacts, inquiries, and orders— 
unobtainable in any other way—for every British industry 
represented. 


BIF MEANS BUSINESS 


ADVERTISER'S WEEKLY 


~ Birmingham 


Hor. hern Region: Board of Trade, 


Clarendon House, Clayton St. West, Newcastle-on-Tyne, 1 
East and West Ridings Region: 

Board of Trade, Pearl Chambers, Fast Parade, Leeds, 1 
North Midland Region: Board of Trade, 

Government Buildings, Chalfont Drive, Nottingham 
Eastern Region: Board of Trade, 

Block C. Government Buildings, Brooklands Ave., Cambridge 
London & South Eastern Region: Board of Trade, 
Cromwell House, Dean Stanley Street, London, S.W.1 
Southern Region: Board of Trade, 

Marlborough House, Parkside Rd., Reading, Berkshire 
South Western Region: 

Board of Trade, 37 Julian Rd., Sneyd Park, Bristol, 9 
Wales: Board of Trade Office for Wales, 

Government Buildings, Gabalfa, Cardiff 

Midiand Region: Board of Trade, 

C.M.L. Building, Great Charles Street, Birmingham, 3 
North Western Region : 

Board of Trade, 76 Newton Street, Manchester, tl 


Scotiand: Board of Trade Office for Scotland, 
95 Bothwell Street, Glasgow, C.2 


Northern Ireland: Ministry of Commerce, 
Chichester House, 64 Chichester Street, Belfast 
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Launching a new product—ti 


Octoper 1, 1953 


The marketing plan stage 2 


How to plan development of the 
marketing strategy and _ tactics 


By W. A. C. COOPER, A.I.P.A., 
Director, Foote, Cone & Belding Ltd. 


AVING considered all the 

-aspects of the operation 
outlined in Stage I of the mar- 
keting plan the Product Devel- 
opment Committee will on the 
basis of their test market 
experience be able to recom- 
mend the form the full scale 
launching should take; always 
assuming they have agreed to 
proceed. 

This article will outline the 
headings of the Plan they might 
wish to submit to their manage- 
ment and consider what should 
be discussed in each section. 

Previously they submitted the 
first sections of the overall Mar- 
keting Plan to their manage- 
ments; the sections they are now 
to produce will deal with the 
strategy and tactics of the opera- 
tion. So that a clear appreciation 
of the facts of the situation, 
those upon which their strategy 
is based, may be appreciated they 
should produce first a summary 
of the first stages 

This summary should set forth 
the important facts and basic 
conclusions upon which — their 
future policy is to be founded. 


Review objectives 


From this summary on_ the 
facts of the situation the Com- 
mittee can then set out their 
marketing policy for the com- 
plete 'aunching of the product. 
At this point they must review 
their objectives in launching the 
product and how they are to be 
accomplished 

This is the point where clear 
thinking and sound judgment 
must be applied no matter how 
impressive the array of facts, 
research reports and test market 
results It is very simple to say, 

“The objectives must be estab- 
lished”; it is quite another thing 
to write them down in clear con- 
cise phraseology. I think one of 
the virtues of a marketing plan 
is that it forces managements to 
state in as concise a form as pos 
sible what are their objectives 
and their proposed methods for 
accomplishing them. ‘There are 
three basic advantages in having 
such clear statements: 

(a) They assure that everyone 
is clear on the policy derived 
from the facts of the situa- 
tion, 

(b) They provide guidance for 
the formulation of future 
policy and the carrying out 
of subsidiary stages of the 
plan. 

(c) They provide a_ reference 


THE VIEW IS HERE EXPRESSED THAT ONE OF 
THE VIRTUES OF A MARKETING PLAN IS 
THAT IT COMPELS MANAGEMENTS TO STATE 
THEIR OBJECTIVES AND MEANS FOR ACCOM- 
PLISHING THEM IN A CONCISE FASHION. THE 
HEADINGS OF A PLAN FOR SUBMISSION TO 
THE MANAGEMENT AND CONCERNING THE 
LAUNCHING OF A NEW PRODUCT ARE 
SUGGESTED. . 


point which can be referred 
back to, in years to come 
when the original strategic 
objectives may have been 
lost sight of in day-to-day 
changes in the tactical situa- 
tion, 

Formulation of marketing ob- 
jectives therefore, deserves con 
siderable thought and the use of 
judgment. It is often best to set 
down the long term objective 
to try and see what one can 
realistically accomplish in five or 
ten years’ time—or what one 
hopes to accomplish-—-or what 
one must accomplish if the pro- 
ject is to show a profit. 

If the selection of the objective 
is done properly on the basis of 
a thorough understanding and 
discussion of the problems of the 
launching of the new product by 
all members of the Product 
Development Committee — then 
chances of success are very con- 
siderably greater than if the 
objective is only roughly estab- 
lished by a hunch from a cursory 
examination of the facts. 

The actual process of writing 
down in precise words the long 
and short term objectives should 
force a thorough discussion, by 
the Committee, and result in all 
points of view being considered 
ard every member being fully in- 
formed of the precise objective. 


Need for agreement 


This point cannot be over- 
‘tressed because in reality the 
Product Development Committee 
consists of the people who will 
have to carry out the various 
tasks to be defined in the method 
for attaining the objective, They 
must be agreed and quite clear 
about what they are expected to 
do. 

Long term objectives will vary 
with the type of product and the 
market but in general they should 
consist of a statement of the 
share of the market to be 
secured with a proviso as to the 
percentage of profits to be 
secured on the investment once 


this has been accomplished. The 
short term objectives usually 
cover those stages which have 
to be reached prior to the ac- 
complishment of the main objec- 
tive; they deal with such things 
as the securing of distribution 
through the market and a degree 
of trade and consumer accept- 
ance for the product. 


Question of expansion 


On the other hand the long 
term objective may be to secure 
« dominant share of a huge mar- 
ket made up of several competing 
sections and in this case the short 
term objectives may also include 
a statement on which sections of 
the market will be tackled first. 

Once again discussion and 
agreement will clarify the policy 
which is finally set dowr in the 
plan 

Having agreed the objectives 
the method is a relatively easy 
task; it is only where the objec- 
t.ves are loosely defined that the 
method can be equally vaguely 
chosen from several alternatives 


Proceed to strategy 


In selecting their methods, the 
Committee will once again first 
have to review the work done so 
far and then proceed to the actual 
strategy. Possibly the best way to 
illustrate their procedure is to 
go through the main points they 
should consider from this stage 
onwards 

They will, of course, have re- 
considered those points covered 
ir the first part of the plan — 
Product, Competition, Market, 
Distribution, Pricing and Finan- 
cing. This leaves them to deal 
with the following main head- 
ings: 

(a) Organisation and size of sales 
force. 
(b) Advertising strategy. 
(c) Sales promotion. 
(d) Publicity and public relations. 
(e) Future of the product— 
(i) Evaluating success. 
(ii) Market research required. 


(iii) Anticipating. 

(iv) Product improvements. 

The first of these problems 
requires that the Product Devel- 
opment Committee review com- 
pletely the methods of distribu- 
tion available to them = and 
consider which will be the most 
economical and effective which 
they can adopt for the particular 
product and market. If their com- 
pany already has a sales force 
covering the area they will have 
t» consider whether it can absorb 
this new product without expan- 
sion, or, if expansion is necessary, 
whether to expand the existing 
force or create a separate onc. 
For example, their present sales 
force may be covering grocers 
and the new product will sell 
only through, say, ironmongers 
or, say, chemists and hairdressers; 
should they create a new sales 
division or by expansion of the 
grocery sales force will they be 
capable of making the necessary 
additional calls to cover the other 
types of outlets for the new pro- 
duct? There are examples in the 
field to-day of both these types of 
development when a company 
has launched a new product or 
a new range of products. It is 
quite possible that the test mar- 
keting operation will have given 
a clear indication _of which 
method is best for their company 
and type of product in the par- 
ticular market. 

Whichever method _ they 
choose, they will still have the 
major problem of training the 
sales force in the selling of the 
new product. If is absolutely vital 
to the success of the operation 
that the sales force be thorough- 
ly indoctrinated, enthused and 
sold themselves on the benefits 
of the product before they are 
allowed to go out and sell it. 

This may mean one or more 
large meetings with the sales 
force at which the management 
tell them about the development 
of the new product and make 
clear what is the company selling 
policy, The salesmen will have a 
lot to absorb and as the object 
is that they should go away 
enthused as well as informed, 
the messages must be carefully 
prepared and suitably illustrated. 
The salesmen are being asked to 
do more work and therefore one 
has got to show them what they 
get out of it. 

Programmes of — salesmen's 
meetings should be drawn up to 
end on a crescendo, all the dry, 
dull, technical data should be 
cleared at the start not that 
the story of product development 
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He shapes the course 
of business 


throughout the world 


Reach him in over 
100 countries through the 
International Editions of TIME 


TIME MAGAZINE reaches the people who can 
do more than any others to increase your company’s business abroad. 
Every week, four editions of TIME are published in English and read 
by more than 1,700,000 people in over 100 countries outside the u.s.A. 
Not only are 92 out of every 100 TIME. subscribers in business, 
government and the professions, but the world’s top business men 
prefer TIME to any other publication, TIME readers everywhere are 
the people who make trends, influence opinion and help to determine 
the trading policies of companies and governments. In other words, 
they have the means or the authority to buy what you sell ! 

You can buy advertising space in all four editions—- 
TIME Atlantic, time Canadian, TIME Pacific and time Latin American 
or in the editions that cover the areas in which you are most interested. 
Full details from: The Advertisement Director, Time International, 
Time & Life Building, New Bond Street, London, WI. 


ATLANTIC PACIFIC CANADIAN LATIN AMERICAN 
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How the trade and public were 
informed of a radiator 


NE of the best known and 
best selling oil filled elec- 
tric radiators on the market 
to-day is the “Dimplex.” It has 
found favour not only in this 
country but in several export 
markets. However, as recently 
as 1949, when the new com- 
pany took over from Cunliffe- 
Owen Aircraft Company, the 
product was practically un- 
known. No serious attempt at 
advertising had been made. It 
was decided to remedy this 
situation and D. J. Keymer 
and Co., Ltd., were called in 
to act as the agents. 
The problems of marketing a 
product of this kind were many. 
To begin with the radiator, 


although good value, was then 
burdened with a 100 per cent 
purchase tax. It was found that 
the inclusive price made retailers 
reluctant to stock. Again, fre- 
quent power cuts discouraged the 
use of any kind of electrical 
apparatus. Nevertheless, the com- 
pany felt that if their radiators 
could be got into the shops, sales 
would follow, especially as the 
appearance and finish were im- 
portant features. 

Bearing that in mind, and also 
that a large appropriation was 
out of the question, it was 
decided to concentrate on the 
electrical trade press and certain 
—s and architectural jour- 
nals. Copy stressed the selling 
points and advantages. These 
included: no_ installation costs, 
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The County Paper of Kent 


MEAD OFFICE: 
MAIDSTONE 


The radiator described in this article has been successful in 
markets at home and abroad. Very careful thought was given to 
the advertising campaign which had to operate with a budget of 


modest proportions. 


Copy approach was considered highly 


important. The moral to be drawn from this case history is that 
it is precisely the small firms who cannot afford NOT to advertise. 


control, strength, lightness and 
the fact that it was guaranteed. 
Attention was also drawn to the 
large number of outlets for this 
type of heating—houses, hos- 
pitals, offices, canteens and clubs. 

Response was good and a much 
improved distribution resulted. 
Yet the price factor still dis- 
couraged the more cautious 
retailers. 

That was the situation in the 
autumn of 1950 and at that point 
the decision was made to launch 
a national consumer campaign in 
2 bid to obtain national sales. 

Choice of media fell upon a 
few class publications (including 
Homes and Gardens, ldeal Home 
Magazine, Tatler, Illustrated 
London News, Punch, Good 
Housekeeping, Country Life and 
Listener) and the national and 
provincial press (including the 
Daily Telegraph, Evening Stan- 
dard (London), Birmingham Mail, 


Birmingham Post, Glasgow 
Herald, and the Manchester 
Guardian). 


Manifold ways 
of using appliance 


Copy approach was considered 
especially important and = an 
original but realistic theme was 
sought. Because the radiator was 
comparatively light (and there- 
fore portable) and could plug in 
to any power point, it was pos- 
sible to use it for heating any 
room in the house—or alter- 
natively to provide background 
heating. 

These points suggested the idea 
of “Plug-in central heating” and 
this theme has since been a con- 
tinuous feature of Dimplex adver- 
tising. Copy has insisted that 
Dimplex provided all the benefits 
of central heating without all the 
bother and expense of instal 
lation 


As a result of this campaign 
the sales department was inun- 
dated with replies, which kept 
the midnight oil burning for 
days after eack new insertion. 
New forceful trade advertise- 
ments were quickly framed by 
Keymers to draw attention to 
this big potential demand. 
Traders then responded and the 
order books were filled. 


Subsequent campaigns for 1951 


and 1952 were planned to start in 


October and carry through until 
the following February. ‘The 
media used was varied slightly to 
include magazines which had not 
contained Dimplex announce- 
ments. Other magazines were 
deleted from the list, taking into 
consideration the replies received 
for further information and bro- 
chures, 

Additionally, campaigns have 
been continued in the electrical 
trade press, architectural, building 
and heating press for about the 


stornoonm 


Ever thought about central heating! Yes 
you tay —wery mice but very costly —all 
{hose pipes to put in 
appetite ihe a horse always got to 
be cleaned’ and ‘fed’. too! But not # 
5 Dempies plug’ contro! heating A 
thermostaucally comtrotied electric 


4 betler with an 


adiator i any room wherd theres a 
power pot’ No installation costs — 


just plug in No maintenance—per 
manently 01! filed and fume proof No 
trouble—cannot burn oF scorch —and 
whats more to the port no wasted 
heat and cheaper to run That s Dimplex 

empressive inn t t—end 8 colours to 


one Nursery sheuchesh . = 


for pli in Central Heating 


~~ eee 
“--= tee ‘e or Southamoton boone 


When considering appropriate 
copy, the idea emerged of “plug- 
in central heating.” This enabled 
advertisements to assert that cen- 
tral heating benefits could be had 
without the fuss and bother of 
elaborate installation. 
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what’s in it 
or youP 


ESD... women... dark men... 


business success . . . whatever the 


future holds, you will be wise to take 


no risks, and to adopt certain precautions. 


If, for instance, your business future depends upon the mass market, and you were born 
under Scorpio — or any other astrological sign for that matter — it would be unwise to 


neglect the assistance which the use of posters on David Allen sites can give you. 


All the signs and fortents point to ever-increasing earnings — and spendings — in the 
industrial areas served by David Allens. It doesn’t need any‘gipsy’s warning to point 


the wisdom of getting your share of this business. 


The commanding positions of 

many David Allen sites serve to 

increase attention value. Sites 
such as that illustrated here, on 
a main road in the Glasgow area, can 
carry your message throughout 
SCOTLAND, N.E. and 
N.W. ENGLAND, N. WALES, 
N. IRELAND and EIRE. 


DAVID ALLENS 


David Allen & Sons Ltd., 7 Buckingham Palace Gardens, London, S.W.1!. Telephone: SLOane 0711. Telegrams: Advancement, Sowest, London. 
AREA OFFICES IN GLASGOW, EDINBURGH, NEWCASTLE UPON TYNE, LIVERPOOL, BELFAST AND DUBLIN 
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HISTORIES—37 


continued 


© That's our new Dimplex central heating 


* Don't you find it 
Copy approach has Not a bit 
stressed the port- 
able nature of the 
radiator. Also well 
emphasised has 
been the cheapness 


Of course not 


” instalTation eee ere you the attress 
plug in a power 
point), cleanliness, 
; i. won, ce 
thermostatic con = 
trol and the  Cotummeype' 
guarantee. Im ap- 
propriate tra d e Thermostotcally controlied 
press advertising 


attention has been 
drawn to the value 
of the appliance to 
hospitals, — offices, 
canteens and clubs. 


Write for brochure ¢ 


nearest power point 


You mean there ore no boilers or pipes 2” 


then you can get all the detailed ‘ 


AG Ae — 


Dimples Lid 


o Wtof trouble 7" 


we jut plug the Dimplex Radiator in to «ne 


« Bwitch on, and that's 


Dimplex ts electrical and so clean— 


the temperature is ther mastacically controtied 
no wasted heat of currtat 


“1 shall have to tell John ae it 


PERM AMER 


ELECTRIC RADIATORS 


for plug-in 
Central Heating / 


Totton cutnampton Pants 


7. What every advertising man 
3 ; and woman should know about the number of people— 
a or organisations—in a particular line of business or 
| 
a of a particular rank or title, is all plainly set out in 
a 
oe the latest Facts & Figures issued free by CL. With a 

ee copy on your desk, you can keep tabs on the number 


of prospects direct mail can help you reach for a 


thousand and one propositions. And when you want 


to check on the help we personally can give you— 


well, you’ lll find a few choice words on that subject too. 


To make sure] FACTS & FIGURES 


stays on your desk, better get us to 


send an extra copy or two for your 


Gi colleagues while we're about it. 
CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House * Shaftesbury Avenue © wc2° Temple Bar 2641 


same length of time as the con- 

sumer press. 

Important new 
orders secured 

There has been a continuous 
gain in Dimplex popularity ever 
since, and recent orders have in- 
cluded the supply of 93 radiators 
for the Duke of Windsor’s new 
chateau near Paris. Difficulties 
in the supply of raw materials 
were a limiting factor in boosting 
sales still further and consumer 
advertising had to be soft 
pedalled to avoid creating a 
demand impossible to satisfy. 

Nevertheless, the “Plug-in cen- 
tral heating” theme has _ been 
religiously adhered to and with 
notable — success. Meanwhile, 
trade advertising has been insis- 
tent in stressing the popularity of 
Dimplex and giving the reasons 
why. 

In addition to press publicity, 
direct mail has been successful in 
capturing specialised markets, 
such as hotels and catering estan- 
lishments, Displays at exhibitions 
such as the Ideal Home, British 
Industries Fair, etc., have backed 


© LAUNCHING A 


NEW 


up the Dimplex message. 

The rewards of advertising 
have made it possible for the 
company to give a better service 
to the consumer by continually 
improving the radiators and in- 
creasing the range of models. A 
recent example has been the in- 
troduction of two special safety 
models: a flameproof type for 
use in petrol stations, etc., and a 
gas-tight type for operating 
theatres of hospitals. This year 
the company have also intro- 
duced a Coronation model pri- 
marily designed for the dollar 
market. 


Small firms 
should advertise 


Another recent innovation is a 
double-sided towel rail which can 
be detached from the radiator 
when not in use. 

The success of Dimplex radia- 
tors seems the answer to those 
who complain that small firms 
cannot afford to advertise, The 
Dimptex company believe that it 
might be truer to say that they 
cannot afford not to advertise. 


PRODUCT—continued 


should be dry and dull if pro- 
perly presented then get on to 
the selling method, the story of 
consumer acceptance from the 
test markets and the advertising 
and sales promotion support they 
are going to get. 

< Product Development 
Committee will be well advised 
to allocate a considerable sum of 
money to this sales meeting 
it is an investment that will do 
much to create sales force faith 
in the product and informed, 
effective selling. If a training film 
will put across the story of the 
product's development, then they 
should make one if a plant 


tour will do a better job, 
have one: 


then 
they should not settle 
for a five-minute talk by a tech- 
nician just because it will save 


money. It is in the organisation 
and planning of the presentation 
of the new product to the sales 
force that the advertising agency 
can be of very great assistance, 
for not only should it be their 
job to present the story and the 
advertising campaign but their 
creative talents should be used in 
preparing the whole meeting. 

Further articles will discuss the 
work to be undertaken through 
the rest of the stages of the Mar- 
keting Plan Part Il. 
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but check by watching people read 


TATISTICS help to count and classify 
the “readers” your money will buy 
but when you're planning an advertisement 
campaign, you also want to know the 

character of the readership you're getting. 

With The Reader's Digest, you know you 
are reaching men and women interested 
and ready to be interested—in almost any- 
thing. People whose alertness to new ideas, 
new developments, gives them a certain 
influence on their friends. 

And they are readers. The Reader's Digest 
is edited for readership appea!, not visual 


appeal. (A world sale of over 174 million 
proves how well this formula works.) Each 
issue is designed to be read, browsed over, 
returned to again, passed round the family. 

In such a setting, advertisements have the 
maximum likelihood of being read— not 
flicked over like the pictures in a publication 
designed to be skimmed over with a quick 
glance. 


Circulation guarantee — 850,000 


When you buy space in this magazine-that- 
is-reaily-read, you not only buy quality ol 


IN FULL COLOUR 


Less than 17°;, above black-and-white! 


readership, but quantity. You buy a guaranteed 
circulation of 850,000. And, because The 
Reader's Digest is seldom thrown away, but 
kept, passed round the family and on to 
friends, you buy a readership of 44 miliion.* 
In fact, you get all the advantages of close, 
attentive readership in the home, plus the 
circulation figures of a mass medium. 


PAGE RATES: Black & white £535 

Full colour £625 
* Buy lines "—a small-ads. feature with personal- 
ized selling : £150 per insertion, incaudiag produc- 
tioa costs. (Write to us for farther details) 


Compared with the rates in other magazines, see 


how low the cost per colour page per thousand readers is for reaching: 


A TOTAL OF 
4,520,000 READERS --- - - 2/9 


2,300,000 ABC class men and women 4/5 


IN BLACK-AND-WHITE 


In cost per page per 1,000 readers 
at rates current on July Ist, 1953, 
The Reader's Digest, of all maga- 
zines, is the cheapest for reaching: 

Over 4) million readers 

Over 2) million ABC readers 

Over a million AB readers 

Over 2) million men 


1,090,000 AB class men and women - 11/6 


( ost per 
colour page 
per thousand 

readers 


1,900,000 men and women aged 16-34 6/7 
2,520,000 cigarette smokers - - - 4/11 


Cost per 
colour page 
per thousand 

readers 


A TOTAL OF 
1,910,000 WOMEN - - - - - 6/7 


1,360,000 housewives - - = + = 9/2 
1,090,000 “ beauty-conscious”’ women 11/6 
580,000 car owners” - 
740,000 house owners - 


*All readership figures are quoted from the Hulton Readership Survey 1953 


Over !{ million ABC men 

Over a milli ABC 

Almost } a million AB women 
Over { a million car owners 

Cer 2} million cigarette smokers 
Almost } million house owners 


~The Reader's Digest 


i THE ADVERTISEMENT DIRECTOR: 1 ALBEMARLE STREET, LONDON, WA. 
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THE SIGNIFICANCE of these five words is well known to many 
advertisers selling in the national market. They know it means results in 
sales. The readership of The TATLER, a leader among /LLUSTRATED 
NEWSPAPERS, comprises one of the wealthiest and most influential groups 
of men and women available to the British advertiser. Their tastes and 
buying habits are reflected right through the community. This has been proved 
time and again by shrewd advertisers who use /LLUSTRATED NEWSPAPERS 
for cumulative results from the top income group, and fo sustain quality 
endorsement, so often of vital importance when campaigning in the mass 
market. As you plan for 1954 please remember that dates for colour 
must be agreed in advance. Communications should be addressed to The 
Advertisement Director, Illustrated Newspapers Limited, Ingram House, 


195-198 Strand, London, W.C.2. Telephone Temple Bar 5444, 


The ILLUSTRATED LONDON NEWS +: The TATLER 
The SPHERE + The SKETCH + SPORT & COUNTRY 
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Canada’s six markets 


MPVHE practice of dividing 

not only a country, but 
even its constituent provinces, 
into a series of separate “mar- 
kets” might at first seem un- 
usual, and perhaps unnecessary, 
to those not familiar with the 
vastness and diversity that is 
Canada. 

To justify the right of exist- 
ence of this South-Western 
Ontario Market, we must men- 
tion a few geographical facts. 

The province of Ontario, con- 
taining one-third of Canada’s 
population and almost all its 
heavy industry, stretches 1,000 
miles from south to north and 
over 1,000 miles from east to 
west. ‘The impracticability of 
attempting to treat this vast pro- 
vince half the size of Europe 
as one market should be apparent. 

The situation is further aggra- 
vated by the fact that large areas 
of Northern Ontario are virgin 
bushland, uninhabited except for 
the occasional trapper or pros- 
pector and, in this modern age, 
the ubiquitous bush pilot in his 
floatplane, 

The natural resources of this 
vast area can hardly be imagined. 
Along the roads and railways, 
paper making and mining com- 
munities have sprung up whose 
very names Cobalt, Copper 
Cliff, Silver Creek and Goldpines 

reflect the wealth that is 


buried beneath the desolate 
surface. 
Hydro-electric 


power developments 

The cascading rivers, fed by a 
million lakes and the heavy 
winter snows are dotted with 
hydro-electric power develop- 
ments. 

From this sparsely populated 
region which accounts for about 
nine-tenths of Ontario's land sur- 
face we must look farther south 
to the populous and industrial 
areas which draw their power 
and raw materials from the north 

The major centres of popu- 

lation are concentrated in a 

comparatively narrow band 

about 200 miles wide along the 
shores of Lakes Ontario and 

Erie which form the southern 

boundary of the province. 

A different approach must 
obviously be taken in considering 
this smaller but populous region 
than that necessary for the vast 
sparsely populated areas of the 
north. Having justified the exist- 
ence of South-Western Ontario as 
a separate market perhaps we 
should try to define its boun- 


Home of Canada’s heavy industries 


No country is developing industrially at a greater rate 
than Canada. No country is therefore more important 
to-day to exporters of United Kingdom products. But to 
export successfully, the exporter and those who undertake 
his sales promotion must know the nature of the market. 
Purpose of this series of articles, all written for “*Adver- 
tiser’s Weekly” by experts in Canada, is to present an 


up-to-date picture. 


Octroser 1, 1953 
i —South-Western Ontario 


By H. O. THOMASSON, National Advertising Manager, 
The Spectator, Hamilton, Ontario. 


million tons of steel annually 
one half of Canada’s total pro- 
duction—employing 15,000 people 
in this industry alone. 

Another 10,000 make _ their 
livelihood in Hamilton’s great 
electrical workshops where every- 
thing from tiny electronic tubes 
to complete hydro-electric gener- 


For marketing purposes, Canada should be divided into ating units see cnamutactones. 


six major regions. The first, South-Western Ontario, is 
described here. Subsequent articles, to appear monthly, 
will cover the city and neighbourhood of Ottawa and the 
provinces of Quebec, Manitoba, Alberta and British 


Columbia. 


daries. A glance at the map of 
Ontario will show that the south- 
western corner is almost com- 
pletely surrounded by three of 
the Great Lakes, Lake Huron on 
the north and west and lakes Erie 
and Ontario on the south and 
south-east The north-eastern 
boundary is purely arbitrary and 
can be taken as an imaginary line 
running from a point on the 
shore of Lake Ontario about 30 
miles east of Toronto, in a north- 
westerly direction to the town of 
Midland on Lake  Huron’'s 
Georgian Bay. 

Although this corner of Ontario 
may seem to be a very small 
portion of the whole province 
an idea of its size may be 
obtained if we draw a compari- 
son. Placing Toronto, the pro- 
vincial capital, in London, the 
eastern-most city of Oshawa, 
Canada’s second largest auto- 
mobile manufacturing centre, 
would be in the neighbourhood 
of Southend while in the far west, 
Windsor, just across the river 
from the great U.S. automobile 
city of Detroit and itself the 
centre of Canada’s automobile 
industry, would be a little west 
of Plymouth. Niagara Falls, 
Ontario, separated from its name- 
sake in New York State by the 
famous waterfalls which give the 
twin cities their name, would be 
on the south coast near Hastings 
whereas the little resort town of 
Tobermory pointing northward 
into Lake Huron on the tip of the 
Bruce Peninsula would lie some- 
where between Manchester and 
Liverpool! 

This area, then, almost as big 
as the whole of England without 
the six northern counties, is by 
no means inconsiderable. Yet its 
area alone belies its importance 
asa centre of population, trade 
and industry: 68:4 per cent of 
the population of Ontario is 
concentrated in the south-western 
corner together with most of the 
provinee’s major cities, 


Fextiles have brought a great 
many Operatives from the mills 
of Northern England to Hamilton 
and there are times, around the 
factory gates, when one might 
imagine oneself to be in Bolton 
or Bradford from the sound of 
the rich northern accents. Auto- 
mobiles and farm machinery, 
rubber, chemicals and soap, rail- 
way rolling stock and pottery al: 
combine to make the Hamilton 
area one of the most diversely 


There is the provincial capital 
of Toronto -with over a million 
inhabitants, a centre of manufac- 
turing and distribution and the 
nerve centre of Ontario's import- 
ant mining industry. ‘Toronto’s industrialised in Canada. 

Stock Exchange is the busiest in The automobile manufacturing 
Canada, its Royal York Hotel cities of Windsor and Oshawa 
is the largest in the British have already been mentioned but 
Empire and soon Toronto will there are many others. Sarnia 
open Canada’s first “Under- with its great oil refineries and 
ground” transport system. Less  petro-chemical plants, London 
than an hour's drive along the with food processing, diesel loco- 
nation’s busiest highway named, motives and textiles, Kitchener 
for our Queen Mother, “The where furniture, rubber and meat 
Queen Elizabeth Way” and packing bring prosperity, and 
opened by Her Majesty during Niagara Falls with its abundant 
the memorable 1939 visit, is the hydro-electric power and chemi- 
great steel city and port of cal plants, are only a few. 

Hamilton. The past ten years have seen 

Often called “the Birmingham _ startling rates of growth in the 
of Canada” Hamilton is home to — cities of this region: 31°3 per 
more than a quarter of a million cent for Hamilton, 22-8 per cent 
Canadians and produces over two for Toronto, 27-2 per cent for 


The natural resources of this corner of Canada can hardly be imagined. 
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YOU'LL FIND 
PLENTY 
OF PEOPLE 
( 


, 


\ in, 


HAVE TO SELL 


ln CANADA there are 3,287,384 families to be housed, 


fed and clothed. There are over 4 million wage earners 
with effective annual net buying incomes averaging 
£1,548/- per family. These wage earners, seeking to 
supply the necessities and luxuries the Canadian standard 
of living demands, are the potential prospects for the 
goods and services you have to sell. 


Car.ada’s population is rapidly growing. The 
Dominion Bureau of Statistics estimates that at the end 
of 1952 there has been an increase since the 1951 census 
of over 600,000. Advertisers would do well to take 
’ advantage of this rapid growth. 


THE SOUTHAM NEWSPAPERS 


The Ottawa Citizen 


There are over 14 million Canadians who read a 
Southam newspaper each publishing day. Reach them 
through the columns of their favourite paper. Be sure 
to include it in your fall and winter campaign. 


The Hamilton Spectator 
The Winnipeg Tribune 
The Medicine Hat News 

The Calgary Herald For full market data about these fast growing 
The Edmonton Journal communities write or ‘phone our representative— 
The Vancouver Province F. A. Smyth, 34, Ludgate Hill, London, E.C.4. City 2784. 


THE SOUTHAM NEWSPAPERS OF CANADA 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 
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CANADA 


‘_=2t 


needs 
exploit these days. 


no 


to 


magic powers 


If your product is good 


ff and you would like to sell it in Canada, 
%. see Maclean-Hunter, whose London Office 
% is staffed by Canadians. 
x We can answer your questions about the 
ig market, we can tell you about media, and 
; we'll take sterling for any advertising you 
‘te do in our publications. 


, Vif Siting and push your products 


in C700 


CANADIAN MAGAZINES 


Bride's Book 
Home Decoration 


Book of Homes Canadian Homes and Gardens 


Maclean's Magazine 


Chatelaine 


Mayfair 


CANADIAN TRADE JOURNALS 


Bus & Truck Transport 


Canadian Advertising Canadian Automotive Trade 


Canadian Hotel Review 


Canadian Aviation Canadian Grocer 


Canadian Machinery 


¢ Canadian Packaging Canadian Paint & Varnish Magazine Canadian Printer & Publisher 
Canadian Trade Abroad - 


Fountains in Canada 


Canadian Shipping «© Canadian Stationer 


Civic Administration 
Hardware & Metal 
Modern Power & Engineering 


Drug Merchandising General Merchant 


Men's Wear of Canada 


L'Epicier Le Prix Courant 


Painting & Decorating Contractor Plant Administration 


Sanitary Engineer Style 
7. The Financial Post 
U.S.A. PUBLICATIONS 
ze Inland Printer Rock Products Concrete Products 
ui Specimen Copies, Rates and Information Free 
4 


MACLEAN -HUNTER 


Canalis Larges ‘- Vblishing SSO 


LONDON OFFICE STAFFED BY CANADIANS 
WELLINGTON HOUSE, 125/130 STRAND, W.C.2. 


Phone: TEM. Bar 1616/7 
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e@ SOUTH WESTERN ONTARIO—continued 


Windsor, and so on down the 
line.. Healthy, carefully planned 
growth that will continue as 
Canada absorbs population from 
the old world to take her place 
among the great nations. 
Around al! the industrial con- 
centration, which is not concen- 
tration at all since cities are 
anywhere from 30 to 80 miles 
apart, lies one of Canada’s richest 
agricultural areas. All types of 
farming are carried on in south- 
western Ontario, the climatic and 
soil conditions of various sections 
lending themselves to specialisa- 
tion. The famous fruit-belt of the 
Niagara Peninsula where grapes 
and peaches ripen in profusion 
outdoors under the hot August 
sunshine remember this is the 
latitude of the French Riviera 
is one of Canada’s major fruit 
producing areas, while tobacco 
growing thrives along the Lake 
Erie shore. The rich flat farm- 
lands of the south-west are ideal 
for raising table vegetables and 
have given rise to thriving can- 
ning industries at Chatham, 


Leamington, and Essex. Further 
stock 


north and dairy farming 


More 


OINT-OF-SALE = advertising 

equipment formed One of the 
13 classifications in the exhibition 
staged by the National Associa 
tion of Food Chains during the 
course of the 20th annual meet 
ing which took place in Cleveland, 
Ohio, lasc week (September 27-30) 

This event attracted leading 
food distributors, manufacturers 
and advertising agents from all 
parts of the country. Members 
of the association operate some 
15,000 retail food stores and 
super markets in America, Canada 
and Mexico. 

Recently the association spon- 
sored an intensified advertising 
and merchandising campaign to 
increase the volume of beef sold 
during a drought emergency. 

Contending that the modern 
self service food market calls for 
greater advertising and promo- 
tion than the former method of 
retailing, the association has 
urged that al] related industries 
should have an advertising and 
promotion agency. 

The value of maintaining a 
personal approach to customers, 
even in a self service store was 
stressed at the meeting as also 
was the value of competitions 
between retailers. In this con- 
nection the Armour company 
lately organised a “cheese-tasting” 
test promotion using unidentified 
samples of “Miss Wisconsin” 
cheese. Retailers who correctly 
identified three samples (sharp, 


flourish side by side with grain 
crops in what is probably the 
most highly developed, intensely 
farmed agricultural area in the 
whole country. 


Gateway is 
Port of Hamilton 


‘The gateway to this wealthy, 
industrious and ever-growing 
market of south-western Ontario 
is the port of Hamilton. Situated 
at the western extremity of Lake 
Ontario, Hamilton possesses the 
largest and finest land-locked har- 
bour on the Great Lakes and one 
of the finest on the whole 
American continent. Last year 
over six million tons of cargo 
were handled through the port of 
Hamilton, making it Canada’s 
third busiest port —after 
Montreal and Vancouver. The 
long-delayed St. Lawrence Sea- 
way project which will enable 
larger ocean-going ships to sail 
up into Lake Ontario, is now 
coming close to reality, and plans 
are already being laid for an am- 
bitious programme of expansion 
of Hamilton’s harbour facilities. 


advertising 


urged for stores 


A well arranged tasting competi- 
tion organised by Armour among 
food retailers in the United States 
drew attention to three grades of 
“Miss Wisconsin” cheese. 


medium, mild) received a minia 
ture trophy, 


Sweden 


A special gentlemen’s fashion 
supplement will be published by 
the Stockholms-Tidningen early 
this month. 

As last year, this supplement 
will contain articles on the latest 
news and trade trends in the field 
of gentlemen’s fashion, together 
with a large amount of adver- 
tising. It will contain about 10 


pages and be of the same size as 
newspaper. 


the normal 
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CLEAR THINKING ABOUT EXPORT ADVERTISING 


No. 5. Cover to cover. books and manufacturers’ catalogues are described in separate 


sections while a massive news summary Carries reports ot 


commercial and economic developments all over the world. 
It is no secret that a technical trade journal is dependent for 

: - Clearly, the appeal is international, and this characteristic is 
its revenue on th®custom of its advertisers. Precisely for . 
emphasised by offers to all readers of a wide range of frec 
this reason, it must command a high degree of reader-interest, 
services. No less than eight pages of every issue of the two 


editions of MACHINERY LLOYD are set aside tor the tree 


publication of buying and other enquiries resulting trom 


tor on this depends the success of the advertiser and, con 


sequently, the success of the publisher. 


This means that, for one thing, there must be a nice balance these services. 
of editorial and advertisement pages for, if the former arc 
. pas , Overall, a tremendous quantity of daily correspondence sets 

overshadowed by the latter, the reader may throw a journal : 
the seal on the close, firm and friendly relationship between 

to one side on concluding that it contains insuthcient technical : 
reader and publisher —just one more reason why the wise 


manutacturer places MACHINERY LLOYD at the head of 


his export advertising schedule and then (and only then 


or commercial information. Again, the editorial content can 
be too narrow in appeal, with the result that the publication 


will not be circulated throughout the works and offices of 

' looks for the journal with specialised interest in cither trade 
the recipient with subsequent benefit to its advertisers. 
or territory. 


bor the British engineering export journal, these and other If you would like to know more about the readersof MACTHINEERY 


problems are intensified by the great competition from LLOYD, write or phone for a free copy of our booklet and specimen 


journals of other exporting countries, which explains why we 
vo to such lengths to ensure that MACHINERY LLOYD 


IS read and used 


copies of the journal. 


MA.CHINERY 


and the specialist technician. ‘They cover almost the whole = * 


Qur editorial articles are written for the general engineet 


of engineering practice, and French and Spanish translations 


6 Cavendish Place + London W.1 + Lan 4204 


are included for wider interest. New equipment, technical 


“WHERE FEW HAVE TOO MUCH 
AND FEWER TOO LITTLE” 


This is how the Danish | By advertising in Hjemmet, 
poet Grundtvig described con- | Denmark's leading magazine, 
ditions in his own country 
over 75 years ago. Since that 
time large sums have been 


To Advertisement and 
Advertising Managers 


you will reach not a small snob 


audience but a high proportion 


expended in market research 
and have reached evac.ly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a _ middle-c'ass 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entre population. 
And remember, in Denmark 
the average expenditure on 
British good: last year was 


over £70 per family. 


HJEMMET 


Denmark's leading Weekly. Exclusively represented by 
JOSHUA B. POWERS LTD., 14 Cockspur Street, London, S.W I 
Telephone: WHitchall 3366 


ronrmicur (a) 


September 26— October 106 


Ihe response by Retailers to the matric service 
lor press advertising during Carpet Fortnight 
has far exceeded expectations. lo help the 
British Carpet Promotion Council collate and 
record the tremendous volume of press adver 
using devoted to Carpet Fortnight by retailers, 
we should be extremely grateful if the Adve 
tsement and Advertising Managers of — the 
hundreds of papers and stores concerned would 
vend us voucher copies, cuttings or proofs of 
ther “Carpet Fortnight” advertisements. We 
need hardly say how much your assistance in 
this matter will be appreciated 


Please address your Material to 


BRITISH CARPET PROMOTION COUNCIL 


INTERNATIONAL WOOL SECRETARIAT 
DORLAND HOUSE, 18 20 REGENT STREET, LONDON, Swi 
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In the Country’s SECOND LARGEST MARKET, 


the South East Lancs conurbation, the ° 


MANCHESTER 
EVENING NEWS ..... 


MORE COPIES THAN ANY 
OTHER DAILY NEWSPAPER 
MORNING OR EVENING 


NATIONAL OR PROVINCIAL 
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62 


million people in 


a market 


full of opportunities 


A CURSORY glance at the 
economic geography of 
the north-west reveals that it 
is made up of a highly indus- 
trialised central belt which 
serves as a Striking contrast 
to the rich agricultural land 
which bounds it and supplies 
it with milk, meat, eggs and 
poultry. 

To cater for the leisure 
needs of the population there 
is the famous string of holiday 
resorts along the coastline be- 
tween Barrow and Liverpool, 
which are estimated to attract 
80 per cent of the inhabitants 
of the north-west during the 
holiday season. It is here that 
our manufacturer might anti- 
cipate large sales to cafes, 
milk-bars, and such like. 

The prosperity of the region is 
naturally dependent upon the 
level of demand for the main 
commodities which it produces. 
Let us take a brief look at them 
in turn. 

In the north, in the Furness 
area, half the population is en- 
gaged in shipbuilding, ship re- 
pairing and marine engineering. 
There are signs that the order 
books for new vessels are becom- 
ing less full, some argue on 
account of the high level of costs 
as compared with, say, Germany 
and Japan. Whether or not this 
is true at the moment, the argu- 
ment will gain in force if the 
latest wage demands of the ship- 
building and engineering unions 
ure met Fortunately, perhaps, 
the result may be cushioned by 
orders for naval vessels in which 
Barrow specialises 

Next come the big cotton dis- 
tricts with weaving centred 
around Blackburn, Burnley and 


Accrington, and spinning in the 
arc which extends from just out- 
side Manchester up through 
Bury and Bolton to Preston. 
These regions were amongst the 
most hard-hit in last year’s re- 
cession, but of recent months de- 
mand has revived considerably, 
aided to some extent by Govern- 
ment contracts. Admittedly, if a 
final peace settlement is reached 
in Korea, the textile industry may 
again find itself vulnerable, but 
just now it is certainly relatively 
more prosperous than pre-war. 

Another staple industry — is 
coal-mining chiefly concen 
trated in the St. Helens and 
Leigh districts. Here the chief 
problem is one of for how long 
it will continue to be worthwhile 
to produce at costs which com- 
pare unfavourably with the rest 
of the country. This is, of course, 
a reflection on the difficulties of 
working awkward seams and not 
on the miners. At present de- 
mand is sustained by the general 
need for more coal and the 
proximity of the coalfields to the 
industries of the region. 

The chemical industry seems 
to offer a somewhat brighter 
picture. [tt is based around 
Widnes and Runcorn, that is. 
south of the coalfields. One- 
third of the chemical workers of 
England and Wales are located 
here. ‘Traditionally the industry 
is linked with the bleaching and 
dyeing of cotton goods, but it 
has received additional fillips 
with the development of artificial 


fibres and the relatively new 
petro-chemical industry. 

Nevertheless, a large part ol 
the coal and chemical areas and 
most of Merseyside are scheduled 
as development areas. Mersey- 
side’s biggest worry is the depen 
dence, not only of the port areas 
but also of the neighbouring in- 
dustries, on a high level of in 
ternational trade. The taking 
over of existing trading estates 
and the development of new 
ones, not forgetting the increas 
ingly prosperous football pools 
“industry.” are doing something 
to diversify the economy of the 
area, but the absorption of un 
skilled workers presents many 
snags. 

Finally, we have the south- 
east Lancashire conurbation 
with Manchester as its centre, 
and next to London in popula- 
tion size. Here live one-quarter 
of the population of the north- 
west, mainly engaged in engi- 
neering and the finishing of cloth 
woven farther north. If our 
manufacturer was _ visualising 
using this conurbation as a test 
area, he would doubtless take 
note that the better class resi 
dential areas lie to the south and 
south-west. 

With a commodity such as a 
food drink we should expect to 
look to housewives for the bulk 
of our sales. In addition, there 
is the possibility of “indirect” 
selling to the public by way of 
milk bars, cafeterias, and so on 
Ihe latter would, however, 


I--NUMBERS OF EARNERS PER HOUSEHOLD 


Number of earners 


0 251,700—14 4 
1 “2 


} or more 


‘Total households Na 927 


ately 


1200450 
54, 700—2 4° 2 ; 
251,500—14 6° 1,557, 00—12 & 


North-West 


2,052,000. 
6,754,500 
1.807 7O00—26 4 


100—100"% 


14,451,500—100% 
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* When our market investi- 
ation team went to 
ancashire and Cheshire 

the research men selected 
a food drink to illustrate 
their marketing scheme. 

* They have used it as an 

example to show how big 
sales may be won in a 
market comprising 64 
million people—! ,300,000 
more than the population 
of Scotland. 


* In the article starting on 
this page the geography 
of the market is outlined, 
spending potential asses- 
sed, retail outlets analysed 
and media facilities ex- 
amined. 


* This is followed by an on- 
the-spot report by our 
correspondent WILTON 
EVAN who paints in the 
living picture of a thriving 
market with stories of 
publishing enterprise and 
marketing successes. 


account for only a_ relatively 
small share of total sales. 

First, let us examine the num 
ber of housewives in the area, 
Assuming that there is one 
housewite to each household, 
then there are 1,927,100 house 
wives in the north-west—-nearly 
one-seventh of the total number 
of housewives in Great Britain 
But even more important than 
this enormous number of house- 
wives is the high number of wage 
earners per household. Nearly 
44 per cent of the households 
have two or more earners (See 
lable I) 

Part of the explanation for 
this high average number ot 
wage-carners 18 to be found in 
the comparatively large propor 
tion of occupied women in the 
area 406 per cent of all 
women aged 15 or over as com 
pared with the national average 
of 34:5 per cent. Over a quarter 
of a million women are engaged 
in the traditional employment ot 
textiles, but there are also 
200,000 in personal service and 
190,000 clerks and typists, in 
addition to the 125,000 engaged 
in banking, insurance and other 
commercial enterprises 

When we turn to the occupa 
tions pursued by the male mem 
bers of the population, we find 
that the largest group is made up 
of those in metal manutacture 
engineering and allied trades. We 
note, too, the very large propor 
tion of unskilled labourers one 
of the features which has accen 
tuated employment problems in 
the past The actual numbers 
involved, together with the latest 
figures tor weekly ecarnings, are 
shown in Table Il (overleat) 


Market research 
The marketing of a food pro 
duct of any type raises the ques 
tion of whether tastes vary 
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Up they | 


MEMsER OF THE 
avoir BUREAU 
OF CIACULATIONS 


qo 


from 


52,470 


(A.B.C. CERTIFICATE JAN-JUNE 1952) 


to 


34,113 


(A.B.C. CERTIFICATE JAN-JUNE 1953) 


ST. HELENS AND DISTRICT 


REPORTER 


PRESCOT AND HUYTON 


REPORTER 


73 Church Street, St. Helens. 


H. C. BLANCHARD, 134 Fleet Street, E.C.4. Telephone CENtral 7620 


Telephone 2285 (3 lines) 


Lancashire and 


regionally. In an area such as 
Lancashire, famed as it is for 
table delicacies which meet with 
relatively Jlittke favour farther 
south, a manufacturer should 
pay particular attention to 
flavour. It might even pay him 
to go to the trouble and expense 
of modifying the flavour of his 
drink in order that it might com- 
mand a higher consumer accept- 
ance in this area. 

On the other hand, he might 
find that drinks of the type he 
wishes to market are sold mainly 
on their capacity to induce 
healthy sleep, and that flavour 
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the North-West 


vide snacks and cafeteria meals. 
A successful contact here might. 
therefore, provide a double out- 
let for the drink. Finally, we 
must consider the importance of 
the milk bars and cafes for this 
particular product. 

We find that this region is par- 
ticularly well endowed with 
shops of all sorts. According to 

“Britain’s Shops,” a statistical 
summary prepared by the Board 
of Trade in connection with the 
Census of Distribution, there are 
approximately 175 shops per 
10,000 population compared with 
146 for Great Britain as a whol¢ 


1f—OCCUPATIONS AND EARNINGS 


aur, weekly 
earmngs 

| No. ds males (Oct. 1952) 

aged | (Men 21 years 

| 15 and over and over) 

Occupations— 
Metal manufacture Lo-s-4i* 
Engineering and Allied Trades 436,100 £Lx-4-7* 
‘Transport and Communications 222,200 | £3-0-5 
Unskille 212,700 Not available 
€ nnn WY Finance, Insurance (excl. clerical 193,500 | » 
Building and contracting, Decorators, Painters 149,800 La-i-9 
Clerks, typists, etc. 127,800 Not available 
‘Textile workers and makers of textile goods 105,000 £La-lin4 
Professional and technical | 100,100 Not available 
Agricultural, Horticultural, Forestry } 66,100 L6-138-0 
Workers in Wood, Cane and Cork 64,800 { £LR-17-2 
Personal service 61,300 | Not available 
Warehousemen, Storekeepers, Packers and Botuers | 57,000 - 
Mining and Quarrying 50,300 £11-18—-1 (coal 
| £S-8—4 (other 

Chemical and allied trades ... : | 22,000 } £8-16-3 


*Note : 
unions in November, 1052 


is not the primary factor in in- 
ducing brand loyalty. 

These two points suggest the 
type of research problems which 
would have to be faced in order 
to determine both the form the 
product should take and the way 
in which it should be promoted. 

The outlets through which he 
should market his product are 
self-evident and it should also be 
comparatively easy to determine 
the relative popularity of 
different package sizes (bearing 
in mind, too, the possibility of a 
special pack for milk bars, cafes, 
etc.). 


Retail Outlets 


What sort of 
available for the marketing of a 
food drink? First, obviously, 
come the grocers and dairies, the 
most numerous type of shop in 
the country. Then there are the 
ubiquitous “general” shops 
“the shop around the corner 
which sells everything” and a 
host of miscellaneous food and 
drink establishments. 

Since the war there has been 
a tendency for department and 
chain stores not only to increase 
their food sales but also to pro- 


retailers are 


tlI—ANALYSIS OF 


Excludes increase of “ id 7 week granted to shipbuilding and engineering 


This favourable situation also 
holds good for the particular 
outlets in which we are interested 
as Table III shows. 


Advertising Facilities 


The stage has now been 
reached at which, in conjunction 
with our marketing plans, we 
should consider the advertising 
facilities at our disposal in this 
region. 

rhere is litthe doubt that here 
we should be particularly well 
served, whether the results of 
our examination are centred on 
the area as a whole, on the main 
conurbations, or on the less 
densely populated urban = and 
rural districts. 

The affection and respect in 
which the press of the north- 
west is held throughout the area 
are immensely important factors 
which the author quickly dis- 
covered when launching a new 
product initially in the north- 
west some years ago. The sales 
effectiveness of that campaign 
owed much to the high reader- 
ship of this press and the atten- 
tion which is paid to the local 

@ Continued foot next page 


RETAIL OUTLETS 


| North-West 


| Gt. Britain 

Outlets per Outlets per 

Total No. | 10,000 of 10,000 of 

| of outlets | population population 
Grocers, dairy shops 22,573 34-9 27°3 
Restaurants, cafes, etc | 8,770 13-6 12-1 
General shops 2,391 } 3-7 3-9 
Miscellaneous food and drink 2,334 | 3-6 2-5 
Department stores | 248 | 0-4 0-5 
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Nowhere in Britain has the rede- 
ployment of economic forces been 
more successfully handled than in the 


North-West. The years between the 


(Ps 


wars saw Lancashire’s dependence on 


ra 


a traditional but fluctuating cotton 


industry steadily decreasing. In the 
post-war industrial structure cotton 
still ranks high, but it has yielded 
pride of place to engineering. The 
chemical and electronic laboratories 
and the smaller factories producing 


( omponents are complementary to 


the large plants from which stream 


the diesel-electric locomotives, — the 
“Canberras”’ and the Avro Delta- 
Wing jets. 

With its balanced and successful new 
industrial structure, the North-West is 
once again in the forefront of Britain’s 
development- capturing the world’s 


newest markets for British enterprise. 


Metropolitan-Vickers’ 100 kV Electron Microscope, T ype EM, providing 


direct magnification up to x 100,000, seen at ‘Trafford Park, Manchester 
In this area the dominating daily newspapers are : 


DAILY DISPATCH (Manchester) 


EVENING CHRONICLE (Manchester) 
NORTHERN DAILY TELEGRAPH (Blackburn) 


KEMSLEY NEWSPAPERS LIMITED - MANCHESTER - BLACKBURN - LONDON 
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Series of Newspapers 


COVER THE RESIDENTIAL AND AGRICUL- 

TURAL DISTRICT OF SOUTH WEST 

LANCASHIRE ON TUESDAY, THURSDAY, 
FRIDAY and SATURDAY 


ais os ae 


; CERTIFIED NET SALE EXCEEDS 
: 34.000 
. S Southport Visiter Southport Journal 
~ : Crosby Herald Bootle Herald 
% Head Office : 
a . 28-32 TULKETH STREET, SOUTHPORT 
ee TELEPHONE 5127-8-9 
%;. 
"a London Office : 
fe 134 FLEET STREET, E.C.4. Tel. 7620 


PREDOMINANT SITES IN MANCHESTER | 


AND ITS WEALTHY DORMITORY AREAS 


MANCHESTER POSTER SERVICES L1Dp., 


27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
Telephone: BLAckfriars 9211 (3 lines) 


What do people earn in the 
north-west? 

The annual report of the Com- 
missioners of Inland Revenue 
reveals the figures. 

The Ministry of Labour figures 
of wage rates (so often referred 
to) are, of course, incomplete in 
that they cover only certain in- 
dustries. 

The Inland Revenue report 
quotes income including profits, 
professional earnings and income 
from property, in addition to 
wages and salaries. 

The general level of incomes 
in Lancashire and Cheshire ts 
slightly lower than the national 


CLASSIFICATION OF INCOMES (BEFORE TAX) 


Lancashire and the North-West 


WHAT DO THEY EARN 


Ocroper 1, 1953 


average but this does not take 
account of the redistributive 
effects of our taxation system 
Unfortunately, details are not 
available on a county by county 
basis but only for the whole of 
the United Kingdom. The latter 
are summarised here: 


Proportion of total 


Range of total income left after 


income before tax taxation 
£AS5-150 100 
£150-250 97 
£250-500 WS 
£500-750 90‘ 
Over £750 He 


1949-50 


U.K. Lancashire | Cheshire 
20,050,000 2,132,712 416,875 
Total No. of incomes 100°, 100%, 300° 


Range of net income : 
»0 


135-15 4% 4% | 4", 
50-250 29% ! 31% | 29°, 
250-500 49%, 51% 54° 
750 11% | 11% 5 
ver £750 7% 3° 5° 
Average income (based on No. of 
incomes assessed) £44 £L3a1 L371 


Source.—Report of the Commissioners of Inland Revenue for year ended March 31, 1952. 


@ Continued from previous page 


Housewife readership is high 


daily and weekly newspaper. 
The area press, in fact, pro- 
vides us with two famous daily 
mornings and two evenings of 
great repute in Manchester. 
Similarly, Liverpool, too, is the 
centre of one morning and two 
evening papers. Daily evenings 
are also published in the area in 
Barrow, Oldham, Blackburn, 
Blackpool, Preston and Bolton. 
It ts not surprising, therefore, 
that the readership of evening 
papers is higher in this area than 
the national average. The north- 


west, too, is the home of many 
famous and — long - established 
weeklies, of which there are 97 


in Lancashire and 45 in Cheshire 
and readership of the regional 


weekly press compares favour- 
ably with the overall national 
result 


The Hulton Readership Survey 
of 1953 provides us with the 
following picture of newspaper 
readership in the north-west by 


comparison with the national 
figures. 

} 

Total all 

" regions North-West 
Morning H “0-0 73:7 
Sunday | ot | 05-6 
Evening | 65-2 706 
Weeklies 0 2 


Since we are thinking in terms 
of a local campaign, we are not 
for this purpose considering 
classes of publications which will 
later assist our local advertising 


but 
age 
know 


which have national cover- 
It is important, however, to 
that housewife readership 
of newspapers is high, being 
very little below that of males 
Overall housewife readership, 
extracted trom the Hulton 1953 
Survey, 1s as follows: 


7 6 
et Med 
HO 


veo 


Morning newspapers 
Sunday newspapers 
Evening newspapers 
Weekly newspapers 


Serving a population not far 


short of 64 million are 705 
theatres in Lancashire and 
Cheshire, or about one-fitth of 
the total in England. Of these 
nearly 600 are situated in Lan- 
cashire. 


It is not therefore surprising to 
learn that Merseyside should 
contain more cinemas than any 
other area. In the larger urban 
districts of the region cinema 
seating, in fact, is in the order of 
one for every eight members of 
the local population. 

Poster and transport advertis- 
ing are both well represented in 
the urban areas, and because ol 
the density of population, as well 
as the facilities available, splen- 
did opportunities exist for reach- 
ing, and “hitting” frequently, a 
vast audience by the use of 
posters Recent research in 
poster coverage suggests that 
from two-thirds to three-quarters 
of the women in this region can 
be exposed to this form of ad- 
vertising. 
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THE KEY to 100,000 


Homes in South Lancashire 
and Cheshire 


. duo: 


ADVERTISEMENT MANAGER 
FLAT 


Insertion in 
whole Series LONDON REPRESENTATIVE — P. MOON 


Guaranteed 134 FLEET STREET, E.C.4 Telephone Central 6329 


Beton 7 CIRCULATION AREA 
i 


aii BOLTON EVENING NEWS 


Eayie 


- q LANCS JOURNAL SERIES 


way C al 
teu ace — In the area coloured white there are 100,000 houses. The 
\ BOLTON EVENING NEWS enters over 83,000 of them, 


bY. od ™“ on | Newsagents delivering the copies to the homes daily. 


< a tS 5 te BOLTON v \ In the white and stippled areas combined there are approxi- 


Ri << a 


7 Lostoc ts mately 120,000 houses. The LANCASHIRE JOURNAL 
a . ; entre) Bi Pi, SERIES of six weekly newspapers has a circulation of over 


ye = Radch 85,000 copies in this combined area. 


Westhoughton : » \) These six weekly papers are kept and read carefully by all 
members of the household. They are truly family newspapers 


with immense pulling power. 


By using the BOLTON EVENING NEWS and LANCASHIRE 
Atherton Pendens JOURNAL SERIES you are assured of a blanket coverage of 
Bolton and District which is unobtainable by any other news- 
paper or group of newspapers in the area. 


a 


Tyldesley — 


a Boothstowr RATE 21 - per s.c.i. both DAILY & WEEKLIES 


Worsley 
TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6, ARLINGTON STREET 
BOLTON, LANCS LONDON, S.W.| 
Telephone: Bolton 1993 Telephone: GRO 5220 
Advert. Manager: Wm. Sheppard London Manager: C.A. Miles 
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WILTON EVAN 


Nylon now helps to make 
the best soups. 


The SO years supremacy of 
Swiss silk as a sifting fabric for 
flour milling is being challenged 
in world export markets by a 
new Lancashire product’ which 
can be used also for straining 
soup, and cake and pudding 
Mixes. 


Some of the finest false 
teeth stay put because each is 
built around a tiny magnet. 


Millions of “magnetic teeth,” 
which won't fall out, made at 
Thornton, have been exported to 
Ceylon, South America, Egypt, 
Australia, and Switzerland. Each 
tooth conceals a magnet of about 
one-eighth of an inch, and the 
repelling action of magnetic 
poles keeps the dentures fixed 
firmly. 


Titanium is stronger than 
steel, almost as light as 
aluminium. 


This, the metal for  super- 
sonic flight, will be produced by 
Imperial Chemical Industries, on 
a large scale, following the suc 
cess of their pilot) plant at 
Widnes 


The new fabric which saved 
our men from frostbite in 
Korea makes wonderful golf- 
bags. 

At Littheborough, near Roch 
dale, this fabric is now produced 
for motor cars, handbags, can- 
teen upholstery, 


* * * 


These are a few capsule im 
pressions brought) back from 
Lancashire and north-west to 
illustrate the diversity which ts 
now a feature of industry in that 
vast and thriving market 

Once upon a time the econ 
omic prosperity of Lancashire 
and its near neighbours, swung. 
so to speak, on a_ thread of 
cotton, It depends on textiles 
still, -but to a much lesser extent, 
for the hard-headed business men 
ot the north have expended their 
energies now only on developing 
the conventional industries, but 
have shown marked enterprise 
and enthusiasm for synthetics. 
and other highly — specialised 
products 

And the result is a much better 
halanced economy, an industrial 
pattern etched in bolder lines. 

This can all be proved statis 
tically; it can be cross-checked 
and sub-divided. — Prosperity 
can be proved in percentages, 
too, if you like. In the main, 
however, few of us are mathe- 
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Enterprise in a 
thriving market 


matically minded. Impressions 

count for a lot in assessing a 

market. 

Ihe fact that you can buy 
champagne on draught in a four 
ale bar at Blackpool; that fresh 
grouse are offered daily in Hop- 
wood Avenue, a small alley off 
Corporation Street, in) Man 
chester, are sometimes truer 
pointers of prosperity than two 
columns of figures from a blue 
book. More fresh salinon hits 
the slabs of fishmongers’ shops 
in Lancashire than in London 
Somehow, I suppose, someone 
could prove it with statistics 
but the evidence of one’s eyes is 
hard to beat. 

Visiting Lancashire and the 
north-west is a grand experience 
these days. There are tonic 
qualities in the air 

Window boxes bloom in Man 
chester; it’s a brighter, livelier 
city these days. Boots-—just near 
the Manchester Guardian office 

is said to be the biggest drug 
store in Europe. It sells prac 
tically everything, bar fish and 
meat. In lighting, layout and 
decor it is as fine as anything 
Scandinavia has to offer. Lan- 
cashire folk like it -and other 
big multiples and department 
stores. which, in their infinite 
variety, style, and taste, cater for 
the needs of a ready spending 
public. 

All talk of a recession is over. 
Now, indeed, as a glance at the 
classified pages of the Man- 


chester Evening News and many 
other papers makes abundantly 
clear, Operators of all kinds are 
in great demand, and high wage 
rates are offered. A Ministry ot 
Labour review this summer 
showed 10,000 more jobs were 
waiting to be filled in the north- 
west than was the case a year 
ago. 

An astonishing increase’ in 
activity has been experienced in 
north-east Lancashire since the 
time when it was scheduled as a 
development area earlier this 
year. 

A year ago one out of six 
workers in this area was either 
unemployed or on short time. 
The biggest single development 
since scheduling has been the 
Board of Trade’s approval for 
the building of a Government- 
financed factory for the Mullard 
Radio Valve Company at Padi- 
ham. This will produce cathode 
ray tubes 

Robert Stephenson, the loco- 
motive builder, would have one 
almighty shock if he could look 
into the works he founded 123 
years ago to make engines for 
the Liverpool-Manchester _ line. 
In the Vulcan foundry at New- 
ton-le-Willows, engineers claim 
a railway record has been estab 
lished by the building, side by 
side, of four differently powered 
locomotives for four different 
lands, 

Lancashire is second only to 
America in pioneering new uses 
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Lancashire lassies have dress sense 


ee 


This picture of finalists in the Miss Coronation Year competition 

organised by the “Daily Dispatch” demonstrates the dress sense and 

pride in personal appearance which are characteristic of the younger 
generation in Lancashire and the north-west. 
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Finding the 
lady 


“Will the lady who lives in 
Blackburn, a burler by trade, 
age about 38, single, height 
about § ft. 3 in., who was in 
Blackpool, August 15, and in 
Wuthering Heights district on 
August 16. please write to 
Box T.10.” 

When this advertisement 
was sent to the “Blackburn 
Times,” special interest was 
taken in it because it was 
thought that it represented a 
test of the newspaper’s cover- 
age. The population of 
Blackburn is 112,000. 

Within 24 hours of publi- 
cation a reply to the box 
number was received and as 
it was the only one, it must 
be presumed it was from the 
person to whom the advertise- 
ment was addressed. 

It must be hoped that the 
lady “learned something to 
her advantage”—certainly the 
“Blackburn Times” did. 


for glass. Companies, such as 
Fibreglass of St. Helens, are daily 
discovering new and important 
applications for their products. 
Fishing rods, miners’ helmets. 
and yachts up to 15 ft. ase now 
being made from glass. 

Diesel engines made at Ashton 
under-Lyne will supply power for 
river vessels in Burma; work has 
begun in the Metropolitan 
Vickers works at Trafford Park 
on a £34 millions order for a 
power station in Turkey: a new 
plant to remove sulphur from 
petroleum products, claimed to 
be the first of its kind in the 
world, is now under construction 
at Stanlow” refinery, Cheshire 
These are but isolated items 
which indicate the immense range 
of industry centred in Lancashire 
and the north-west and how the 
tentacles of trade reach out to 
all parts of the globe 

Such is the background to 
prosperity. Its consequences are 
felt everywhere —in fashionable 
shopping centres like Lord Street. 
Southport, and in’ Chester -in 
Burnley, Bolton, Blackburn, in 
the great cities like Liverpool, 
and in the small villages of the 
rural hinterland 


SUCCESS STORIES 


Sales won by 


press ads. 


ADVERTISERS using the 
press in Lancashire, 
Cheshire, and the High Peak 
district of Derbyshire, have at 
their disposal a medium both 
comprehensive and diverse. 
Agency media departments can 
produce astounding figures show- 
ing what readership can be 
secured by judicious combinations 
of papers. Names of some of the 
papers covering this area are 
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EVERYBODY IN 
LIVERPOOL 
KNOWS 


WHERE TO GO FOR 


RESULTS 


Liverpool Daily Post Liverpool Echo 
pea a 


if the North Wes. 


London Office: Mersey House, 132-4 Fleet Street, London, E.C.4 
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The world’s most 

important textile 

Exhibition takes 
place in Lancashire 


The world still expects a lead to be given by 
Pengland and particularly by Lancashire, in the tech- 
nique of textile production. The next exhibition takes 
place this year at Belle Vue, Manchester, from October 
14th to 24th and already all past records for exhibitors 
and exhibition space have been broken. 


The Exhibition’s 
most important ally 


What is the first 
essential before a 
great International 
Exhibition as this 
Textile Machinery 
Exhibition at Belle Vue can come 
into being? Without doubt it is confidence 


( 
> a 


... the con- 
fidence that the textile producing industries and the 
textile machinery industries throughout the world place 
in the team responsible for its organisation. This con- 
fidence is the proudest possession of the team which 
first sponsored this idea for Britain and which has 
already organised brilliant the three 
. the team which every month 
presents to the textile world the leading British Textile 
Journal. 


Textile Recorder 


carries the confidence of the 
textile producing world 


into SUCCeSSES 


previous Exhibitions . 


HARLEQUIN PRESS CO., LTD. 


Old Colony House, South King Street, Manchester, 2 


London: 20 Irving Street, Leicester Square, W.C.2 
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Wilton Evan in the North-West 


famous far beyond Lancashire. 
The Manchester Guardian—now 
accorded status as a national 
paper in the Hulton Survey—must 
accept this accolade as deserved 
(if rather over-due). Papers like 
the Liverpool Post and Echo have 
long been famous far beyond 
Merseyside, while the Daily 
Dispatch occupies a rare place in 
English journalism by being a 
regional, rather than a_ local 
daily, in the widest sense of the 
word. It is what the Americans 
would call a “major metro- 
politan.” 

No fewer than ten evening 
papers emphasise the strength of 
local readership. In the main 
they are well-spaced and afford 
wide coverage. In Manchester 
there is a strong and healthy 
rivalry between the Evening News 
and the Evening Chronicle—with 
talk of a third challenger from 
the Express group ere many 
months have passed. In these cir- 
cumstances one encounters pro- 
vincial journalism at its best, with 
lively, vigorous writing, and keen 
enterprise on the part of the ad- 
vertisement staffs. 

Against such a_ background 
advertisers are assured of quality, 
and service. 


Saturation coverage 


The weekly papers—and there 
are close on 150 of them-——demon- 
strate widely varying characteris- 
tics. Many of them, especially 
in the leading groups, give almost 
saturation coverage. To judge by 
figures alone is only half the 
story. The newspapers in this 
area range from the solid substan- 
tial weeklies, with old-fashioned 
make-up, to brightly written 
sheets, with plenty of pictures. In 
Southport one encounters that 
rare phenomenon of a paper—the 
Southport Visiter being — pub- 
lished three times a week. In 
Wythenshawe the progress of the 
local Recorder, which has grown 
up with the district within the 
past few years, provide further 
evidence of how strongly local 
links can be forged. 

From all sections of publishing 
one hears stories of how direct 
advertisers, and advertising agen- 
cies alike, pin their faith in the 
pulling power of the local press. 
Many of the larger weeklies are 
benefiting now paging restrictions 
have ceased, and find that adver- 
tisers are keen to demonstrate 
their lovalty and faith. 

From all quarters, during my 
visit to Lancashire and the north- 
west, I heard stimulating stories 
of reader reaction and advertiser 
loyalty to the local press. I recall 
a few, at random, because, I 
think, thev typify a fairly com- 
mon experience. 

The Chester Chronicle series 
figures for July and August were 
an all-time record. Bookings for 
September were the best ever 
Main editions are now carrying 
no fewer than four half-pages 
with several triple and double 
column advertisements. 

One flourishing local concern 


A good example of how big firms 


in the north-west appeal to the 
general family clientele is provided 
by the new Mersey Room restaurant 
at Lewis's Ltd., Liverpool. It was 
designed by Mischa Black, Robert 
Gutmann and Gunther Hoffstead of 
the Design Research Unit, London. 
which had used the Chronicle for 
over 100 years, was restricted to 
a six inch doubie during and after 
the war. Now it uses as many 
as two 11 in. doubles, and an 
11 in. triple, in the same week. 

A casual advertiser cleared his 
entire stock of fireplaces in 12 
hours with a 3 in. s.c. announce- 
ment. Now he is a regular ad- 
vertiser. 

An advertiser who booked an 
8 in. dec. in the Lancaster 
Guardian series offering to re- 
cover eiderdowns, double-bed size 
£3 3s., single bed size £2 10s., 
described the results as “tre- 
mendous,” and went out of his 
way to assure the advertisement 
manager that he “was highly de- 
lighted with the results.” 

Similar enthusiasm has been 
expressed by advertisers of dresses 
and of carpets. 

A firm selling ladies’ coats 
opened a shop in Stockport in 
February. Two advertisements 
were inserted in the Stockport 
Express (the only paper used) 
prior to the opening and the 
owner stated that sales on the 
opening week-end exceeded all 
expectations. 

Regular weekly insertions have 
followed and the high level of 
sales has been maintained. 

Many focal firms have built up 
their businesses by using the ad- 
vertising columns of the Stock port 
Express regularly. A casual glance 
at the paper’s file of 1898 showed 
that 25 advertisers who were using 
its columns then are still doing so 
to-day. 


Retailers optimistic 


The Macclesfield Times and 
Courier finds that retailers are 
optimistic about the future and 


as a result are now prepared to 
spend money On local] advertising, 
particularly if they are backed up 
by the national manufacturer 
This is particularly encouraging 
from the local paper angle be 
cause in the past. it has been dif 
ficult to induce many of these 
traders to publicise their products. 
with a persistent seller’s market. 
Sv confident is one advertiser 
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oe ee In the LIVERPOOL 
*“Kvening Express 


ADVERTISER'S WEFKLY 


en 


COLOUR PREDOMINATES 


! Circulation-9l, 947 | 


(CERTIFIED ABC) ples PER DAY 


| 
| 
| FULL PAGE onecoiourn £240 | P 
| ness Se | increased even more by 
| | 
| | 
| 


HALF-PAGE onecoiour £120 Cc re) L od U rR 


TWO COLOURS £150 
Further particulars from: LIVERPOOL: 55, VICTORIA ST., Telephone CEN 660! 
LONDON: 1324 FLEET ST., E.C.4 Telephone CEN 7700 


The Pulling-Power of the 
EVENING EXPRESS is 


* THE Family NEWSPAPER on MERSEYSIDE! 


ASHTON - UNDER-LYNE i 


REPORTER| you 


GROUP OF WEEKLIES 
13 papers covering one unbroken area wi U ey oT ie 'T 
in the industrial and agricultural 

territory of 
| Te FOR: RGET 


NORTH CHESHIRE 


WEST RIDING OF YORKSHIRE IBLAC KP OOL 


97,598 |. === 


NET >. A. B.C. 


WEST LANCASHIRE EVENING GAZETTE 
BLACKPOOL GAZETTE SERIES 


Head Office: London Office: 
Market Square, Cc. P. R. Crane, 
Ashton-under-Lyne 44/45 Fleet St., E.C.4 
Tel. Ash 1831-2- Tel. Cen. 6820 
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ADVERTISER'S WEEKLY 


EQUIPPED to handle advertising of all kinds at home or 


overseas. BUSY-but not TOO busy to handle a few more 


non-competitive accounts. 


% Whether your advertising is reckoned in tens, or in tens of thousands of 
pounds, we give you the same down-to-earth approach to your selling problems, 
intelligent and sincere co-operation and unusual skill in making every advertis- 
ing pound pull maximum results. 


BIRKENHEAD 
NEWS GROUP 


Covers the Wirral Peninsula 


FLAT RATE 


14’. 


-c. inch 


(as from Sept. Ist 1953) 


46,047 


A.B.C. Weekly Net Sale 


Head Office London Office : 
62/68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 80 FLEET STREET 
Telephone Telephone : 


Birkenhead 1570 CENtral 2626 


in the value of the local press 
that he has booked every avail- 
able front page position until 
the end of 1954. Dealing in 
women's clothes, holding agen- 
cies for some of the best known 
makes in the country, he says 
that as a result of this con- 
sistern advertising his — sales 
have increased beyond expecta- 
tions. 

Ihe proprietor of a high class 
store retailing furniture and car 
pets in a neighbouring town was 
approached twelve months ago 
and agreed to a trial series of 
weekly advertisements in the Bury 
Times: 8 in. doubles were used. 

Surprised and gratified by the 
response he continued and now 
frankly admits that he is delighted 
to find sales deliveries to the Bury 
area average £1,000 weekly. This 
is the more remarkable since the 
store is particularly inaccessible 
for shoppers approaching from 
the direction of Bury! 

At least a dozen of this paper's 
regular weekly advertisers have 
used their columns since 1900 
some even go back to 1800! 

The owner of a paint and wal! 
paper shop had been unsuccess- 


Wilton Evan in 
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the North-West 


fully canvassed for years, Eventu- 
ally he reluctantly took 2 in. d.c. 
space on a spring cleaning page 
in the Warrington Guardian, 

Since then he has taken two 
full columns on the front page 
every week, and is thrilled with 
his success. 

57 per cent of the Warrington 
Guardian series advertising 
revenue is from local readers 
making extensive use of the classi- 
fied columns, 

A radio dealer with ten shops 
in the south Manchester area has 
taken a front page semi-solus 
advertisement in the Manchester 
City News editions for several! 
years. 

Three months before he opened 
a new shop in Wythenshaw he 
took a full page weekly in the 
Wvythenshaw Recorder and his 
order for this space is now 
booked to the end of the year. 
For the opening of a new shop in 
Stretford he is taking a half page 
weekly until the end of the year. 

These are just a few examples 
of how newspapers in Lancashire 
and the north-west pull, and 
prove powerful allies in securing 
and maintaining sales, 


MARKETING MEMOS 


@ Multiple stores in Lancashire 
and the north-west have ex- 
tended their range of goods 
considerably in the past few 
years. Ridings, for example. 
now sell bicycles and television 
sets. With such important ad- 
ditional outlets, manufacturers 
are increasing their sales effort. 
lip for the autumn: a greater 
diversity of advertising than 
has been seen for years. 


@ While the accepted media have 
a strong pull, Lancashire con 


sumers are not adverse to the 
nove] approach, The Electric 
News sign at Blackpool, elec- 


tro ad. maps, and the Lighta- 
scope technique for direct 
mail, are examples of the 


Pioneering spirit 

@ Television is popular. Families 
club together to buy sets 
Dealer advertising is strong 
Within 24 hours the Southport 
Guardian sold 170 column 
inches to accompany an ed: 
torial feature 


Side-line now has five figure 
advertising appropriation 


Lancashire contains 
manufacturers whose 
products are nationally adver- 
tised. It offers, too, many 
examples of commercial success 
built and sustained by advertis- 
ing which started on a regional 
basis and expanded to national 
campaigns. 

Duraglit wadding polishes are 
a shining example. Everyone in 
the Army and the R.A.F. en 
countered them during the wat 

Like many a business, Dura 
glit started as a side line between 
the two wars. The proprietors 
were, and still are, the owners of 
a large food distributing business 
Duraglit was originally a small 
side venture. In its early stages 
it was very difficult to persuade 
the housewile to even try a wad 
ding polish as opposed to the 
conventional liquid and paste 
polishes. Early sales efforts, and 
advertising which was only on a 
small scale, were purely regional 

By 1938 Duraglit metal polish. 
after some 15 years of hard 


many 
branded 


effort, had acquired national dis 
tribution and a steady = sale 
National advertising was small 
and confined to women’s maga 
zines 

During the war the demand 
for Duraglt metal polish tar 
out-weighed production and this 
continued after the war Plans 
were then made for increasing 
production and developing sales 
A new factory was acquired and 
large-scale national advertising 
was commenced Next stage of 
development was the introduction 
of a new line Duraglit silver 
polish which was an immediate 
success. This year a third line 
is being introduced. Duraglit 
wadding turniture polish. 

Duraglit’s advertising 
priation now runs well 
figures The account 
handled by S. C. Peacock Ltd 
since 1938 Duraglht sales are 
amongst the largest of any metal 
polish in the country and in the 
wadding field it claims a consider- 
able ascendancy. 
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@ Spotlight Towns 


STOCKPORT 


The balanced industrial pattern 
is exemplified in many parts of 
the north-west. A good illustra- 
tion is afforded by Stockport 
where commercial enterprises of 
every kind are flourishing, and 
the widely varied industries are 
in demand both at home and 
abroad. 

For centuries the town has 
been noted as a great cotton and 
hatting centre, but the modern 
age, with its new inventions, has 
seen the growth and expansion 
of a new industry, that of engin- 
eering, which to-day has taken 
the first place among the various 
trades in the town, and now en- 
gages more workers than any 
other 

Should any particular one ot 
the many industries suffer a trade 
set-back, there is such a variety 
that the town in general is not 
wholly affected, and the limited 
spending is only curtailed by the 
small section of the workers con- 
cerned. The unemployment figure 
is 677 (men and women) out of a 
population of 141,000; in the 
corresponding month of last year 
the figure stood at 1,332. 

A well patronised shopping 
centre, Stockport has a number 
of branches of multipie shops 
among the old established private 
local firms. A large number of 
people come in from outside dis- 
tricts to shop, particular!y on 
market days, Fridays and Satur 
days 

On the retail side, a lot of 
competition exists, particularly 
with furniture shops and shoe 
shops (in the main shopping area 
there are 22) shoe retailers) 
Traders report that generally 
speaking business is good, after 
a normal summer holiday slack 
period, and in most cases they 
have increased sales compared 
with last year. 


MACCLESFIELD 


Ihe silk and textile dyeing 
industries form two of Maccles 
ficld’s most important sources of 
income and employment, and 
employers there are satisfied 
with their order books for some 
time ahead 

In the retail trades, public 
spending is reported as good and 
several retail establishments 
questioned recently reported sales 
considerably in excess of those 
at the corresponding period of a 
vear ago 

Nevertheless, with vreater 
variety and quantity of goods in 
the shops, the public is definitely 
more “choosey" and will search 
for a particular brand or quality 
of article until they find it. Shop- 
keepers are now finding it neces- 
sary after more than 13 years to 
use “sales talk’ to sell many of 
their products 

Furniture establishments are 
quite satisfied with present day 
trade, and in some cases the cor- 


Outdoor 
oppor tunities 


Lancashire and the north- 
west is an area especially suit- 
able for outdoor and for trans- 
portation advertising because 
of the considerable daily “ebb 
and flow” of the working 
population. 

The movement of the 
population away from the 
towns has not greatly affected 
the structure of marketing 
plans, for employment has not 
shifted from the industrial 
centres. As one result hun- 
dreds who visit Manchester 
and Liverpool for pleasure, or 
for shopping, do so on the 
season tickets that take them 
to work. Thousands cross the 
Mersey into Warrington, 
Widnes and other south 
Lancashire towns. 

There is no ready yardstick 
to measure this daily move- 
ment, but the combined fleets 
of buses served by W. H. 
Smith & Son Ltd., in this 
area, for example, totals 3,230 
double deck and trolleys, and 
157 single deck buses. For 
an area with an approximate 
population of 44 millioas, the 
annual number of passengers 
carried is 1,100 millions. 

Facilities for outdoor ad- 
vertising are particularly good. 
Wigan, it will be recalled, was 
one of the first towns in 
which the frequency of poster 
observation was checked, and 
here the findings clearly estab- 
lished the merits of poster ad- 
vertising in this area. In 
round figures the cost per 
thousand opportunities to see 
was about a halfpenny! 

Among the bus spaces at 
present available are interior 
roof panels in the Manchester 
Corporation fleet which are 
mounted on cards size 24 in. by 
11 in., exactly similar to those 
in the London Underground, 
and therefore offering a very 
easy means for a_ provincial 
campaign to supplement any 
Underground card display. 


responding week’s figures for last 
year are beaten by Tuesday or 
Wednesday this year. This ts 
no doubt due to the many new 
houses being speedily erected on 
the various housing sites now in 
course of development 


BOLTON STANDARD 
GETS ACTION! 


No responsible civic leaders can 
avoid taking action as a result of its 


stimulating articles on all local topics. | 
_ ADVERTISING RESULTS are equally effective. 


Circulates in Bolton and surrounding 


| districts and read weekly by 80,000 readers 


8 - per s.c. inch. 
NO LOCAL ADVERTISING CAMPAIGN 
COMPLETE WITHOUT THE 


Town's Brightest Weekly— 
BOLTON STANDARD 


Victoria St., Bolton. Tel.4742/3 
115 High Holborn, W.C.I. 


Chancery 8752/3 | 
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POSTER ADVERTISING 
POST BURY (LANCS) 
with 


BURY & DISTRICT POSTER ADVERTISING 
29 UMION STREET, BURY, LANCS. 


co. LTD. 
TELEPHONE 197 


TL CLL A 


OLDHAM 
EVENING 
CHRONICLE 


The only Daily Paper 
published locally 
(Monday to Friday) in 


over 42,800 per issue 
and still increasing 


OLDHAM 


CHRONICLE 
(WEEKLY) 


affords a complete cover- 
age of this wt part LEYLAND 
of Lancashire GUARDIAN 
6 (every Thursday) 
Head Office: 
UNION STREET, OLDHAM 
London Office: 


FLEET ST., 


134, 

"Phone: CEN. 7620 
Members of A.B.C. 
ATEN { 


Residential 
Development and 
Industrial 


Expansion 


cannot be ignored 


any campaign 


BOTH x 


taking place in the 


areas served by the 


CHORLEY 

GUARDIAN 
(every Friday) and 
the 


Group A B.C. 17,423 
| andon representative: 


E. W. PLAYER LTD. 
30-32 Fleet St., London, E.CA 
Telephone 


E.C.4 


CENtral 2746-7-4 
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ADVERTISER'S WEEKIY 


Photography In Advertising 


THE OLD 
VIRTUES 
SPEAK 


LOUDEST 


says JOHN HERON 


: OES your advertising bigger spaces now available. 
3 whisper, insinuate, sug- Have advertisements gained 
+ gest does it poke your = strength as they have gained 
e prospects slyly in the ribs, “fea? Again, by no means—they 
6 make its presence felt by gentle have often lost power because 
eae persuasion, by its welcome ~ have often lost anate. 
ii warmth? Does it tantalise ut my charter confines me to 
Ba * the photographic illustration in 
of tease, puzzle, annoy and be- advertising. Well, here too, there 
: wilder? Or—perish the thought are many different ways of telling 
: does it seize the reader by a story, Consider the above two 
¥ the short hair and bellow its interesting photographs. 
%. unwelcome message in his pro- What am I, the ordinary maga 
Bs testing ear? zine Or newspaper reader, ex 
3 I exaggerate? By no means, pected to do when I come across 


The return of bigger advertising 
spaces has brought with it the 
almost inevitable return of the 
megaphone technique—the cult of 
“who can shout loudest,” which 
should be confined to the 


these two handsome whole-page 
ads. in a top American magazine? 
Study them intently, weighing up 
each word of copy? Not on 
your life. Only the copywriter 
does _ that the copywriter 


Be Hastings Town Cryers’ Contest and the 20 amateur copywriters 
1 or the fairground “barker,” but whose fingers and pens itch to 
ae which seems to get loose all too get at any piece of copy which 
: often when an ad. man unex-_ finds its way to them... along 
i pectedly gets a large space to with the sales managers, directors 
: fill. and what-have-we, who can al- 
Se A fortnight on the beach in ways write better copy than the 


September gave me time to study 
newspaper and periodical] adver- 
tising, and to consider the use 
advertisers are making of the 


poor wretched man whose skill is 
paid for to do it, 

No — if the whole ad, is of 
suflicient interest I may look 
through it. But something has 

ae got to claim my attention first, 

and that something must be an 

it interesting, exciting or unusual 
picture. 

The Pepsodent girl. Yes, she 
claimed my attention all right, so 
we'll rate the photograph initially 
successful. What do I think about 
her? I think she’s gay, that she’s 
got merry eyes, and that she has 
lovely teeth. Not a distinguished 
little face—just a clean gamin. 
Fun to be with. And yes, I think 
the claim “Clean Mouth Taste 
for Hours” is reasonable. 

Come to think of it, it is the 
sweet reasonableness of the shot 
that appeals most——its complete 
lack of affectation or self con- 
sciousness; its downright honesty. 
For even assuming the anonymous 
girl to be one of John Powers’ 
most photographed models—who 
can deny that her sincerity shines 
through the picture? 


at 


Colourgraph Studios (London) 
Lid. are building up a library of 
useful stock prints, 


~ wae 
ae 


PEPSOUENT pve youu 


Clean Mouth Taste : Hours 


thanks Lo ORAL DETERGENT discovery’ 


bd hind it 1 i 
7 itu il deni Cal aa’ 2 an wah Aur akon + 


OCTORER 


Qnty the Br Worse Murecte Toft is bygiowicatly seated withia its own gloss tube 


These two handsome full-page advertisements have been noted in an 


American magazine. 


fails to 


So I vote that the Pepsodent 
girl photograph, corney though 
it may be--you know, just a 
pretty girl and a towel, in a bath- 
room--is an example of a suc 
cessful job of photography in ad 
vertising. For all that, it was in 
expensive enough; virtually no 
props, the simplest lighting but 
quite plainly a great deal of sym 
pathetic go-between from a skilled 
cameraman and an intelligent girl 
model. (The layout genius got 
busy trying to kill the airyness 
of the photograph with that cum 
bersome hand drawn lettering 
didn’t he? but that’s Copy 
taster’s department.) 

* * 
OW to another large photo 


graphic illustration in a 
mouthy ad.—Dr, West's tooth 
brush. Here's a bit of a laboured 
effort, isn't it? What is this 
illustration saying to me, the 
casual looker-through of maga 
zines? =It savs “Phoney loud 


and clear. Even when I read the 
explanatory “So germ-free you 
could hand it to a dentist” (free 
British translation) 1 am neither 
convinced nor amused. 
By and large a photograph 
in advertising should tell a 
truthful story. Why use photo- 
graphy, if not? Why not engage 
some of the hundreds of would 
be commercial artists who are 
ekeing out slender livings, if a 
flight of fancy, or a laugh, is 
wanted? They'd do it better. 
The photograph is not without 
merit—the lighting of the group 
is well handled and whilst the 
oral surgeon’s assistant appears to 
me to be supercilious about the 
whole thing (1 don't blame her) 
loving care has been spent on ar- 
ranging al] the units of the picture 


just so—dentist, patient, nurse, 
drilling machine (ugh!) 
But the elaborate joke and 


over-statement fails to grip be- 
cause it does mog carry that sin- 


convilice OF 


The one to the left is assessed as sincere. To 
the right is an example of a technically 


go0d photograph which 
amuse. 


cerity and simplicity which is so 
much the strength of the Pepso 
dent illustration 

The old moral ts looking us 
right in the eye again, like the 
wife one hopes to deceive . . 
the moral that simplicity and sin- 
cerity are the two great virtues 
in a photograph for advertising 

or, come to that, in life itself. 

. ; ¥ 

FPYHERE are not yet many 

studios which can afford to 
turn their services exclusively to 
colour, but I have been in touch 
with two recently. It seems, from 
this and other pointers, that the 
demand for good colour work is 
sul increasing 

Charles Wooff and Frank Page. 
who earlier were established in 
partnership as theatrical photo 
graphers, have -through — their 
firm Colourgraph Studios 
(London) Ltd.-now turned ex- 
clusively to colour, with specialist 
emphasis on Agfacolour, 

Page visits the Continent each 
year for up-to-date briefing on 
latest developments at Agfa’s 
headquarters. His colour process- 
ing darkroom js as well equipped 
as any I have seen Here he 
supervises a colour processing ser- 
vice which, of course, covers all 
the studio’s own colour trans 
parency and colour print needs. 

Colourgraph also provide a 
processing service for such other 
studios as may care to use colour 


facilities which they themselves 
do not enjoy. In this service 
development, there should be 


some future 
Immediate proofing in 
is an extremely 


colour 
useful and econ 
omical service which advertisers 
enjoy from Page’s workroom 
Colourgraph normally use five- 
inch by four Agfa stock, but for 
some time have “doubled up” 
many shots on Ektachrome. This. 
in the first case, was mainly ex- 
(continued on page 44) 
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ADVERTISER'S WEEKLY 


SEE THE 
DISPLAY BELOW 
AT THE 
LONDON 
SHOWROOMS 


@ SIGNS, SHOWCARDS, DISPLAYS 
MANUFACTURED IN HARDBOARD, 
CARDBOARD, PERSPEX, GLASS, 
PLASTIC, WOOD AND METAL 


IN OUR OWN FACTORIES 


* 


all over the British Isles these displays are an excellent 


Already displayed in Woolworth Store Windows 


example of the high-grade precision wood working 
achieved by Acme. _ Finished in extra-hard high-gloss 
cellulose paint the fine appearance is enhanced by the 
addition of the printed showcards, the lower one being 
produced in the now famous embossed porcelain finish 
which is almost synonymous with the name of ACME. 


Write or phone for our illustrated booklet or ask for our 


representative to call and discuss your display needs with you. 


THERE IS ALWAYS AN ACME POINT OF 
SALESMAN WITHIN REACH. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
9 SOUTH MOLTON STREET, LONDON, W.I - _s Telephone: MAYfair 0292 


Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM, 4 - Telephone : Birmingham Central 2345 
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ADVERTISER'S WEEKLY 


The screen printing process —3 


The 


ILK  sereen printing (or 
screen printing as some, 
who argue (quite rightly) that 
silk is not always used, would 
have it called) has, during the 
last quarter of a century or so, 
become firmly established as a 
printing process of inestimable 
value to advertisers, their 
agents and users of print in 
general-——not necessarily and 
wholly as a rival or competitor 
to other printing processes but 
as an auxiliary. 

It is a process with its own 
inimitable characteristics, beauti- 
{ul finish, depth of colour, sharp- 
ness of definition and individual- 
ity 

Some think it can only be used 
t print broad masses of flat 
colour and large lettering in small 
quantities. This may have been 
true in bygone days but is not 
the situation now as great 


IMPERIAL 
BS. KINGSWAY WC 2 Powe HOL 7554/4 tw 


re ee ChAL 


By C. F. BUSH, F.R.S.A,, 
Head of Silk Screen Dept., Expedite Publicity Ltd. 


TYPEWRITER (2 BP 


photo-stencil and 
other new techniques 


New techniques, especially the adaptation of photographic processes, have 
vastly increased the versatility and scope of the silk screen process. 


changes and advances have been 
made on the technical side. 

With the incorporation of 
photographic processes and 
photo-mechanical equipment, 
machinery, and the introduc- 
tion of camera operators and 
retouching experts, the process 
is now capable of reproducing 
photographs and artwork for 
posters, showceards, displays 
and the like such as would 
previously only have been 
attempted by photo-lithography, 
gravure, or similar process. 
Indeed it was largely to photo- 

litho that the pioneers of the new 
style of silk screen printing 
looked for techniques to adopt 
and adapt to their own particu- 
lar needs and in some cases 
photo-litho craftsmen have been 
employed and are using their 
specialised skill and knowledge 
to the advancement of our newer 
process. In other cases silk screen 


The silk screened 
16 sheet poster by 
Willing & Co., Ltd., 
illustrated here was 
reproduced by 
photographic sten- 
cils from a scraper 
board original, The 
illustration, which 
is printed in grey 
and black, is very 
clear cut and stands 
out well on the 
site. The bottom 
portion, in red with 
white and black 
lettering, adds the 
necessary colour to 
a clean lookine and 
dignified poster, 


operators have 
themselves taken 
steps to equip 


themselves to de- 
velop photographic 
screen printing and place it at the 
disposal of print buyers. 

Silk screen printing has, there- 
fore now become somewhat dual 
purpose in its usefulness in that, 
while it is still essentially a hand 
operated process for the econo 
mical production of very small 
numbers of posters, etc. (and 
by small numbers I mean as few 
us twelve) it has now the assist- 
ance of several admirable print- 
ing presses and drying machines 
which, while not as fully auto- 
matic as those used by other 
highly mechanised processes, do 
materially reduce labour costs 
and increase the production 
speeds to a point where runs of 
several thousand copies can be 
quoted for and the order secured 
i} a competitive market. 

Another very favourable aspect 
to the customer apart from the 
economy of the process, in its 
sphere, is the minimum of delay 
in completing orders. This is be- 
cause no blocks or plates are 
required, all the processes for art 
work to printed copy are, in a 
huge majority of cases completed 
under one roof, and machines, 
while they can and do play a 
part in production, are not essen- 
tial. Also, silk screen printing 
equipment can easily and quickly 
be augmented to meet the needs 
of particular rush orders or un- 
usua! sizes, 

As many screen printing firms 
are also display and sign manu- 
fecturers as well as printers they 
can usually cope with the neces- 
sary joinery and meta! work. 

In common with any other 
printing process silk screen print- 
ing obviously has its limitations 
and it would be folly to claim 
that it could, by means of photo- 
stencils, produce colour repro- 
ductions of the “glossy maga- 
zine” standard, excellent though 
many specimens are. 

In silk screen half-tone print- 
ing it is generally agreed that the 


The above design was reproduced 
as 20 in. x 30 in. and 16 sheet 
posters by photographic stencils 
by Expedite Publicity Ltd, Fifteen 
60 in. x 40 in. thin film positives 
and a like number of photo sten- 
cils were used for the large posters 
and all processes from camera 
work to printing were carried out 
at Expedite’s works. 


finest screen that can be em- 
ployed commercially is in the 
region of 70 lines to the inch. 

While this is admirable, in 
most cases, for crown and double 
crown work and more than ade- 
quate for hoarding size posters 
it is not usually acceptable for 
post card size reproduction of 
old masters, and we must, there- 
fore leave this field to colotype 
or letterpress for the present and 
confine our activities to the big 
stuff the 60 in. x 40 in. sheet 
of paper where the greatest eco- 
nomy and excellent results can be 
shown. A 60 in. x 40 in. photo 
stencil capable of giving several! 
thousands of good impressions 
costs only a fraction of that of a 
photo litho plate and when, as 
in the case of a four column 48 
sheet poster, up to 48 of these 
plates may be wanted, the saving 
can be quite considerable and 
could probably not be offset by 
high speed machines when only 
a small number (say 100) of 
posters are required. This 
economy in production § can 
often be the deciding factor and 
art work which otherwise would 
be wasted can be selling the 
goods. 

Hoarding posters commis- 
sioned by national advertisers 
are being produced daily, by 
“ordinary” silk screen methods 
and by these newer half-tone 
and tri-chromatic techniques, 
of such quality that they are 
indistineuishable from litho- 
graphic reproductions and are 
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British Transport 
LETTING OF 
ADVERTISING SITES 


HE British Transport Commission announce that on and after 
TT. January 1954 the Commercial Advertisement Officer of the British 
Transport Commission will be responsible for the letting of advertising space 
and hoarding sites on the London Midland and Scottish Regions of British 


Railways hitherto handled as contractors by Messrs. W. TH. Smith & Son Ltd., 


Messrs. Frank Mason & Company Ltd., and, in Scotland, Messrs. Mac Duff & 


Company Ltd. 
Enquiries from Advertisers, their Agents and others concerned regarding 
new and renewal contracts to date from or after Ist January next for space 
on British Transport properties, vehicles and rolling stock, or for hoarding 
sites, in or operating in the London Midland and Scottish Regions should be 


made to:— 


COMMERCIAL ADVERTISEMENT OFFICER, 


BRITISH TRANSPORT COMMISSION, CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C,2 


or to:— 
ADVERTISEMENT MANAGER (Scotland), 


BRITISH TRANSPORT COMMISSION, 7 CASTLE TERRACE, EDINBURGH, | 
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‘ OLYE R TELEPHONE. HOLBORN 6245/6 


Makers of the famous ©%14@ Lineboard also manufacture 
and market pads and boards of very high quality 


PADS MADE MANY OTHER 
. uP IN TYPES OF 
3 QUALITIES LINE, MATT& 
TO SUIT ALL WASHBOARD 
AGENCIES AVAILABLE 


: OUTH LY Manufacturers and Marketers of Boards and Papers 
TOOKS COURT - CURSITOR STREET « E-C-4 


HAVE YOU 
EXPLORED 


il the potentialities of 
dhoto stencils as an aid 
to silk screen printing ? 
Ask Autotype’s advice 

it may save vou time 
and money ! 


AUTOTYPE * 


EXTRALARGEMENTS 
photowork 


BLACK and WHITE or COLOUR 
ANY SIZE 


PHOTOWORK LTD. 


Bri . Yorkshire. Phone 1240 
73 Baker St., London, W.!. Phone WEL 0938 


AUTOTYPE 


COMPANY LIMITED 


Brownlow Road, West Ealing 
London, W.13 
Telephone: EALing 269! 


GORDONS 
OF MANCHESTER 
SCREEN PRINTED 
POSTERS 


B AND SHOWCARDS 


GORDON’S PUBLICITY LIMITED 
SHELL-—BP HOUSE OXFOKD ROAD 
MANCHESTER 


cwe | 


@ Artists’ Agents @ 
36 CARTER LANE, E.C.4 
CENTRAL 6950 


R. P. GOSSOP LTD. | 
\ 


- TELEPHONE CENTRAL 6971 
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continued 


| 

| probably often mistaken for 
such. The process could there- 
fore advantageously be con- 
sidered when such work is re- 
quired 

Scraper board art work repro- 
duces particularly well by screen 
printing, its solid black giving 
an admirable effect. By photo- 
graphic stencil an exceptionally 
faithful copy of the original, that 
must be seen to be fully appre- 
ciated, is obtained. 

Silk screen printers can also 
print (including half tones) on 
rractically any material from 
crepe paper to glass and although 
I have written at length about 
posters large and small because 
that is where, as a craftsman my 
interest lies, much excellent work 
is done on these multifarious 
materials 

Ancther interesting develop- 
ment is the great use made of 
metal for the production of tens 
of thousands of stove enamelled, 
screen printed signs produced an- 
nually for advertisers such as the 
oil and petrol companies 

Textiles, wall-paper, beer bot- 
tles, milk bottles, and other 
objects in the round, plastic 
sheeting, glass, linoleum, hard 
board, ply-wood, linen and can- 
vas banners, radio diais, radio 
circuits, ceramic and decol trans- 
fers, imitation dye stamped letter 
headings are among the many 
products employing the © silk 
screen to great advantage. Again, 
if the product cannot be brought 
to the screen the screen can 
usually be taken to the product, 
as was done with some of the 
walls of the pavilions at the Fes- 
tival of Britain 

A further method can fre 
quently be used to produce by 
silk screen very economically, a 
quantity of double crown or 
double royal posters from = art 
work that has already been used 
to produce by say, letterpress, 
au large quantity of booklets, 
brochures or folders in full 
colour, It is to obtain from the 
printer or block maker a good 
black “pull” on art paper of each 
of the four blocks 

These will be enlarged photo- 
graphically by the silk screen 
printer to the required size and 
printed, each in its requisite 
colour by photographic stencil. 

The finished poster will ob- 


© PHOTOGRAPHY IN ADVERTISING—continued 


RICH and 
SHEATI RS 


s the mith that makes i¢ 7 


ye 


Half tone photographic stencils 
and blends were employed to 
produce this ambitious and 
colourful example of silk screen 
printed 16 sheet poster. Consider- 
ing the technical difficulties of 
executing a blend evenly over 
four 60 im. x 40 in, sheets, Willing 
& Co., Ltd., are to be congratu- 
lated on the result 


viously be of a coarser screen 
than its smaller counterpart, 
depending on extent of enlarging 
relative to the original screen 
ruling, but if care is taken in 
colour matching the result should 
be a reasonable facsimile of the 
original. When the amount of 
work such as retouching that has 
been by-passed is taken into ac- 
count the economy of this idea 
will be apparent. 

While the use of fluorescent 
colours kas so often since their 
introduction been artistically dis- 
appointing and the result of their 
indiscriminate use somewhat 
shattering, there is undoubtedly 
a future for these brilliant colours 
than can only be applied suc- 
cessfully by silk screen. 

When fluorescent colours are 
used with proper emphasis and 
against the dense flat black or 
dark coloured background that 
the process gives the result is one 
that cannot fail to attract atten- 
tion. Whether it ts favourable 
attention or not will depend on 
the artist responsible for the 
original art work or design, 


perimental—a comparison — ot 
processes Ektachrome — trans 
parencies tend to give fuller. 
richer colour—an appearance, at 
any rate, of a longer tone-range 
Perhaps the most interesting 
Gcevelopment by this firm for the 
general advertiser is the introduc 
tion of a library of “stock” British 
and American colour prints and 
transparencies mainly of at- 
tractive models in a wide variety 
of activities 
* ¥ * 
ULITZER Studios of Ken- 
sington are the other “all 


colour” firm. A recent develop- 
ment is the teaming-up of Eugene 
Vernier, the outstanding French 
fashion photographer, with Dr. 
Henry F. Pulitzer, who, in recent 
years, has done much technical 
development work in colour and 
other fields. Both Pulitzer Studio 
Ltd. which has a useful studio 
set. construction unit and 
Eugene Vernier Ltd. retain their 
individual services, but the facili- 
ties of studios and colour process- 
ing at 5 Kensington High Street 
will henceforth be common to 
both. 


ae \ 
; = — 
3 SS 
avt5 
; The” sea 
=» s T UODtO — 
% | 
4 f | AUTOTYPE * 
5. = | -- ‘ rils ‘ 
ie = Ate f ||. | | " olo Stenel . 
: y eal ai f! | Photo ) 
j Cy 4 i a & 
a x Ti m iB - 
| g 
| 7s : 
| = _____ 
: Po a | 
| _—_ 
———— AUTOTYPE -: 
| — a 
mM it | 
: he ee ies ae Ta a - -2 es 7 a eae 0 ee a 


OctToperR 1, 1953 


Paper and its uses —s 


High competition in paper making for 


newsprint and mechanical printings 


N THIS final article on 

types of paper and _ their 
uses consideration is given to 
the two categories which 
account for the largest con- 
sumption newsprint and 
mechanical printings. 

Newsprint production normally 
accounts for about 40 per cent of 
the total of all classes of paper. 
It is a highly competitive indus- 
try, necessitating maximum pro 
duction at the lowest economical 
price. At one time production 
of newsprint and the = raw 
materials therefore were under- 
taken by some paper mills, mosily 
in North America, to the exclu- 
sion of other categories. So 
competitive was the business, 
however, that financial difficulties 
resulted, particularly in Canada, 
where some companies were 
driven into liquidation. Nowa- 
days there is far greater diversifi- 
cation of product and few manu- 
facturers care to have all , their 
eggs in the newsprint basket, 


Ihe principal ingredient of 
newsprint is mechanical pulp, or, 
as it is more exactly described 
in North America, groundwood. 
The pulpwood logs in modern 
mills are stacked in giant maga- 
zines built over the = grinders, 
which have casings fitted with 
from three to five metal pockets 
Logs are automatically fed into 
these pockets and are pressed by 
hydraulic piston rams against a 
rapidly revolving grindstone. To 
combat the great frictional heat 
which develops a water spray 
throws jets of water on to the 
stone face. Scorching is thereby 
prevented and the pulp is washed 
on its way to the next operation, 
screening and straining 

Mechanical pulp is not only 
cheap, but it possesses the quali- 
ties of and absorbency 
which enable it to take printing 
ink well. It is, however, lacking 
in strength and in order to enable 
the sheet to form and to with- 
stand the tensions involved on a 


opacity 


But look - there’s 


If the job 


you’re discussing 


involves the use of paper, 


Invite 


Spicers paper consultant along 
Not only will he 


help you to avoid 


the pittalls, 


he will suggest new wa 


of putting paper to work, 


that will vive 


the job 


an even greatcr Impact 


speak to ae 


Telephone : 


CENTRAL gait 


19 New Bridge St., London EC, 


fast-running paper making 
machine, a proportion of strong 
fibre sulphite pulp must be mixed 
with it. 

This sulphite pulp also sup 
plies the strength which enables 
the paper to endure the strains 
and folds to which it is subjected 
on high-speed rotary = printing 
presses. The proportion = of 
sulphite pulp ranges between 10) 
1S per cent. China clay is added 
as a loading material further to 
increase Opacity and the recepti 
vity of the naner to ink. The clay 
also helnos to fill up the small 
interstices between the fibres and 
thus gives the paper a smoother 
printing surface. 


Engineering giants 


The modern newsprint machine 
is an engineering giant into which 
pulp flows at one end and the 
finished paner emerges at the 
other, reeled up ready for the 
finishing and despatch depart 
ments. The average width of the 
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Concluding his series OUR 
PAPER TRADE CORRESPON- 
DENT _ briefly surveys the 
current situation regarding the 
two categories which account for 
the largest consumption. Men- 
tion is also made of the use of 
and research into plastic paper. 


newsprint machines is 250 inches 
with a speed of abouq 1,240 feet 
a minute. In recent years larger 
machines have been built for 
which speeds of up to 2,000 ft. a 
minute are claimed. One of 
Britain's leading newsprint pro- 
ducers operates a machine in 
Kent with a wire width of 320 
inches designed to run at 1,500 ft 
a minute and with an output of 
1.200 tons a week. 

It will be realised that the dry 
ing of the paper web running at 
such speeds presents a big pro 
blem. New machines have from 
SO to 60 drying cylinders and 
deep hoods are fitted over them 
with various types of hot-air 
systems so that drying ts more 
rapid and even across the whole 
length of the web. 

The exorbitant level to which 
pulp prices soared in recent years, 
particularly after the outbreak of 
war in Korea in 1980, led to a 
demand for a cheaper raw 
material and many vegetable 


another place to fill! 
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® PAPER AND ITS USES—continued 


use in newsprint furnish presents 
technical difficulties which have 
so far prevented its adoption 
Chief among these perhaps is the 
relatively slow rate of drainage 
of straw pulp, which is a big 
handicap on a fast machine. 


- a fibres were tested as substitutes the spot 
y Straw, as Britain's chief home- As the name implies, mechani- 
The Conrad Press grown product with substantia! cal printings commonly contain 
possibilities as a paper making a high percentage of mechanical 
. raw material, has been widely pulp. As a result, the lowest 
<i employed in making certain grades differ little in quality and 
a papers and boards, although its appearance from good-quality 


newsprint. However, these papers 
are made with’ considerable 
variations in the content o! 
mechanical pulp and the best 
grades, containing a large percen- 
tage of chemical pulp, approach 
very closely in appearance to 


making 


Waste paper has been used wood free printings. Supplied in 
considerably during and since the sheets or reels, machine-finished 
war, but reclaimed fibres always OF super-calendered, white mecha- 
zi need blending with new fibre if nical printings are widely used 
‘¥ the paper is to have the strength by periodicals; tinted mechanica! 
ti to withstand the strains of manu- printings are frequently employed 
9 ; facturing and printing. British for bills, leaflets and other print- 
7. newsprint 1s of high quality and ing = matter where permanence 
iA the super-calendered product and durability are not the govern- 
% Pe particularly provides an effective ing factors. 
4 =e . d pleasing pape 
4 Y and pleasing paper. 
. - ae f— ets Papers for plastics 
. CGe q > ' 
* CP A Bagasse The newer plastic packagings 
ae y i( ) \ —————— ees . 
Fis a ee Yy ‘ A NEW None of the substitute “'° becoming apr soe Pore 
ey = —— materials so far suggested would |" oy _— nas rie: its part 
z produce so good a sheet. Bagasse !" the development of this impor- 
i (the waste material remaining ‘®t section of the packaging in- 
5 TE LEP HO N E N U M EB ER after the sugar has been extracted “UStry As a laminate or coating, 
eh from the cane) has been persis- paper is a useful adjunct to the 
ee tently advocated as a substitute plastics industry and he _— 
‘san D E material for wood pulp. There Pg gas ge a hse oeve- 
AM Our telephone no. is now e are, however, strong economic aie “d i, how oA. - gnos 
and technical objections. If the peck te “a or couiihe 
a six lines fibre is to be imported into this future developments in paper 
a country to be processed into pulp aking. A number of such papers 
% would represent a ety cargo, Goniin a proportion of synthe 
* OSBORNE-PEACOCK CO. LTD. II PICCADILLY MANCHESTER | pore +P ; My fibres and are being used for 
. of moisture. Further, the fibre pjattery separators, high tempera- 
od is much less adaptable than wood Dee : ve : 
Ko —— | and would be more expensive in — : gener oo and 
Nog fuel and chemical consumption ee ee ee 
a tells niga ~ pulon, cularly those produced by the 
“ important cost items in paper low-pressure technique. 


‘ ; Research is also concerned with 
This is not to imply that  ¢he possibility of producing in- 


We do not want to not to imply tha 
peper anc Jard canno &. 4 organic papers from plastic 
overwork our London Agents made from bagasse. In Peru, materials by bonding synthetic 


the Philippines, India and other fibres with a suitable resin. Ex- 


Be ; countries, where the fibre is ‘ments are being carried out 
€ EDWIN GREENWOOD LTD., Thanet House, 231-2 Strand, W.C.2 indigenous, mills are operating “Stas matectahs ouch an Sibeedians, 


; ' successfully on bagasse, but asbestos, rayon and alginate, and 
’ but we know that despite the large volume of orders they mostly on papers other than this entirely new field of research 
at handle for us, they will always give a courteous welcome to newsprint. Newsprint has been may well prove to have implica- 
ry our prospective clients—-and there must be a few at made from bagasse, but it Is — tions for paper users well beyond 
Pi least who still have not had the advantage of advertising the concensus of industry the immediately envisaged specia- 


in the only paper for Dunfermline and West Fife coverage. 


The Dunfermline Press 


opinion that it could not be 
used in Great Britain to pro- 
duce newsprint which would be 
acceptable in quality and price 


list applications, 

In the foreseeable future it 
seems unlikely that such papers 
will be in a position to compete 


an to the newspapers. The pro- on economic terms with paper 
a AND WEST OF FIFE ADVERTISER per place of bagasse seems to from natural cellulose, but their 
e ‘ P be as a useful supplement to unique’ properties make them 

peciasel as ketene sae ne Ot motes eres paper production in those eminently suitable for specialist 
: countries where it grows and — usages and the experience thus 
¢ “ = orn can be processed into pulp on 


SILK SCREEN ARTS L? 


97 SHIRLEY ROAD. CROYOON 
AODODISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP ) EXPRESS / 


CRAFTSMANSHIP DELIVERY 


“DAY-GLO’? printens 


“FN this country there has been 

a certain amount of apathy 
amounting sometimes almost to 
opposition in developing the use 
of multi-wall paper sacks, fibre- 
board shipping cases and other 
forms of package made of paper,” 
declared G. M. Ashwell, chief 
packages adviser to Imperial 
Chemical Industries Ltd., when 
he addressed the National Con- 


ference of the Purchasing Officers 


gained may lead to wider use. 


British reluctance to use paper 
sacks for packaging 


Association held in Brighton las= 
Friday. 

“In Canada, the United States, 
and in the Scandinavian coun- 
tries.” he went on, “the opposite 
has been the case, and our manu- 
facturers dealing in powder, 
granular, crystalline or flaked 
products owe it to themselves to 
be quite sure that they are up to 
date in their knowledge of the 
most recent developments in this 
connection.” 
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COMMERCIAL ARTISTS’ PORTFOLIO 


SANDER 


HEN he arrived in_ this 

country 17 years ago, 
J. Edward Sander took an in- 
structing and designing post 
with the Reimann School and 
Studios. Later he established 
his own London studio and set 
to work as a consultant de- 


This point-of-sale fire display 

stand demonstrates Sander’s belief 

that even the least promising 
article can be well presented. 


signer also carrying out com- 
missions of single assignments. 
Gradually acquiring a team of 
specialised assistants, he is now 
in a position speedily to handle 
a wide variety of work involving 
two main soheres of operation: 
1. Architectural design: shop- 
fronts, shops, showrooms 
and interiors; exhibition 
stands and displays 


A strikirszly designed entrance to 
a showroom. Interior decorations 
form an important part of this 
artist's overall field of application. 


Graphic design: packaging, 
showcards, point - of - pur- 
chase displays, brochures 
and stationery — all serv- 
ing advertising and the 
presentation of commodi- 
ties. 

His most satisfactory method 
of working, he has found, lies in 
a consulting design capacity, em- 
bracing part of a company’s pub- 
licity field and running parallel 
Or in conjunction with their ad- 
vertising agency. In this connec- 
tion he has cited packaging and 
supporting sales aids. 

If the full range is made known 
to the designer he can then plan 
methodically, maintain a family 
resemblance in the revision of 
existing packages as well as in 
the design of new ones, and im- 
press upon everything an imme- 
diately recognisable characteristic 


An attractive confectionery dis- 

play. Full colour illustrations 

along the sides and upon the fold- 

back top give the impression of 
an overflowing hox. 


of the firm. Sander has no doubt 
at all that the best possible results 
are obtained by planning packag- 
ing and supporting material 
simultaneously. 

He is also of the opinion that 
a consultancy will also serve best 
where the production of print 
material and architectural and 
display construction is concerned. 
Given the necessary experience 
and up-to-date research methods 
the client can be advised about 
possible technical improvements 
and economic advantages. More- 
over, the maximum quality of the 
production can be ensured by 
the designer's supervision. 


y's 
"SITS NOT ALL 
‘LUMMERZET’ ROUND SOMERSET 


Zome do look arter milkers ‘tis true, and 

zome do read the Zummerzet Gurdian in Midzomer Norton, 
But there are many big industrial firms and go-ahead light 
industries in Somerset and Wiltshire. In the lovely city of 
Bath, between the picturesque villages, and in and around 
such towns as Devizes, Trowbridge, and Chippenham all 
manner of things are made from chocolate, to cranes, 
mattresses, machines, and corsets. All the week the busy 
West country folk till the land, tend machines, and follow 
countless different trades and occupations, but when the 
week-end comes they take a rest, and turn to their local 
papers to see how other folk are faring. Then it is that you 
can reach this compact section of the prosperous West 
country. The Wiltshire News, Somerset Guardian, and the 
Bath Weekly Chronicle and Herald are three distinct 
weeklies. The group rate 1s 12.6 per S.C.1. and the West 
can't be covered without them 


WILTSHIRE NEWS 
SOMERSET GUARDIAN 
BATH WEEKLY CHRONICLE AND HERALD 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4, Central 2767, 


Clovers 


Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


SHES QE wer ie sun 
Associated Kent Newspapers 


Accounts Office —_ 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Sereet, E.C.4 
(Central 2786) 


If the product involves.... 


Production 
Processing 
Testing 
inspecting 
Finishing 


METALLURGIA 


THE BRITISH JOURNAL OF METALS 


MUST CARRY YOUR ADVERTISING MESSAGE 


eT EE LEI 
LTD, 3) KING STREET WEST, 
SO TEMPLE CHAMBERS, TEMPLE AVENUE 


of ferrous or 
non-ferrous 
metals 


_ | 
MANCHESTER 3 
, LONDON, E.C.4 
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P ADVERTISER’S WEEKLY 


21-22 GROSVENOR STREET, LONDON, 
(Hi) PWS, 


The oldest and most influential 
medium reaching every 
Government Office weekly. 


NMENT 
ICLE 


ae —, *” coverage and forceful SELLING 


TE CARD from Nd Advertising Offices 


Telephone GROsvenor 7452-3-4 


Y Berlingske 
Tidende 


ao Exclusively represented by 
# JOSHUA B. POWERS LID. 
. 4 14 Cockspur Street, London, .W.1 
rat A.B.C. 23,213 
. The 
ae Largest circulation 
fi CANINE MAGAZINE 
THR 
‘f DOGS’ BULLETIN 
> . 
a Advertising Department 
F Newspaper Representations Ltd. 
La 231 Strand, W.C.2 
Tel: CITy 5906 386A 
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a you will like our illustrated 
be folder about giant photographic 
b enlargements, Ask for your copy, 
» Autotype, Brownlow Rd, W.13. Ealing i] 
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In the Art Dept. 


a glamorous asset 


ARTIFICIAL L IGHT 


and 
PHOTOGRAPHY 
Rieck & Verbeck‘s “* 
encyclopaedia ” 
reViK wed on Auy. 

is now in stock at C, 
42a South Audley 5St., 
W.1; price 52s. 6d. 


every penny. 
CLEAVER-HUME ‘ei | 
—'¥ 


FOR THE BOYS OF 
THE BOYS’ BRIGADE— 


STEDFAST 


Guaranteed first print order 20,000 
Sales now exceed 35,000 


£30 per PAGE 


Next monthly issue : November (Copy 
Oct. 20, press Nov. 2, Published Nov. 10). 
For Boys aged 12—18. A grand market 
for all kinds of Hobbies, Sports gear, 
Bicycles, Cameras, Watches, Radio, 
Model Railways, Stamps, Careers, Music, 
| Fishing, Camping, Books, etc. 


astonishing 

cordially 
27 (p. 368) 
H. Press, 
London, 
and worth 


so 


Sole advertisement representatives 


ALDRIDGE PRESS LTD. 
15 Charterhouse Street, E.C.1 
Holborn 8655 (two lines) 


Local | 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 


"Phone FRO 10/8, 1019 
Photographic Illustration Ltd 
85 Cromwell! Road, S.W.7 
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Spotlight on House Organs 


Pay cash—and get 


the contributions 


“We pay cash!” 

These are the last three 
words of an_ editorial in 
Courier (Blackburn = and 
General Aircraft) which invites 
contributions from readers. 

There is a special signifi- 
cance about the exclamation 
mark; it seems to indicate that 
payment for articles contri- 
buted by staff to house organs 
is unusual. I think it 1s, 
though | couldn't hazard a 
guess at the proportion that 
does pay. 

Contributors should be re- 
warded. Even allowing for the 
“each for all and all for one” 
philosophy, the writing of articles 
calls for special skill and a good 
deal of trouble. There should be 
an incentive, and cash payment 
1s probably the simplest and best 
After all, most reputable firms 
pay staff for ideas that add to 
working efficiency; articles ought 
to come under the same heading. 

* * * 

For most of the year readers 
of magazines don’t have to be 
bullied into reading articles on 
holidays, For almost 50 weeks 
they think about the two when 


they will be off the leash. So 
articles on holiday experiences 
are good editorial. But they 


should be factual rather than 
personal; they should describe a 
place, discuss costs and travel. 
Most readers don’t care that the 
writer’s little girl fell off a 
breakwater and got covered in 
jam. Readers want to know the 
facts on which they can make up 
their own minds. 

One of the best series is appear- 


ing in Jraq Petroleum (lraq 
Petroleum and associated com- 
panies). Since this is an inter- 


writes 


BRIAN HILTON 


have been dealing with places 
abroad, but the same technique 
can be applied equally well to 
holidays in Britain. 

Three large quarto pages are 
devoted to an article on the 
“Holiday Coast of Northern 
Brittany,” with a map and pic- 
tures. It gives a clear idea of 
what the holiday maker can ex- 
pect to find in the various resorts 
on that coast. 

* . * 

Howards Press Advertising 
Ltd. have produced a house organ 
to sell the organisation to adver- 
tisers. It is in the brightest pos- 
sible newspaper format, with 
screaming headlines and imported 
glamour. 

The whole of the first issue was 
devoted to self-praise in terms 
that make it clear that Howards 
do not believe modesty is a virtue. 
No doubt later issues wil! achieve 
some measure of objectivity. 
What I would really like to know 
is whether managing directors 
(many of whom are accountants) 
prefer this kind of business 
journalism to the technique of, 
sav, The Economist? 


* * 


I notice that Thomas Lipton 
News of America lists its staff 
(as do many British industrials) 
and adds at the foot of the panel 
“Member of American Associa- 
tion of Industrial Editors; Inter- 
national Council of Industrial 
Editors and House Magazine 
Institute.” 

So far as I know no British 
industrial tells its readers it (or 
its editor) is a member of The 
British Association of Industrial 
Editors. I think this could be 
done with advantage. It gives the 
journal a professional cachet and 
stimulates the editorial staff to be 


* 


national magazine whose readers worthy of the standards of the 
travel far and wide the articles association. 
Howards Hit! oo 
owards Fit) Yen-0 
| Hull And 
Manchester 
; ‘ ame. ee GLAMOUR 
4 racy newspaper BE. SETS THA 
format, complete ew PACE! 
with the eternal 


glamorous lady and 

loudly shouting 

headlines, charac- 

terises the house ~ 

organ issued by 

Howards Press Ad- J 
vertising Lfd. py 
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Scope 
of 


U.N. 


agencies 


displayed by London unit 


OUR of the speciatised 
agencies of the United 
Nations have combined to 


demonstrate the scope of their 
work in a display first featured 
in Jerusalem at the “Conquest 
of the Desert” exhibition. 

The display covers an area of 
600 square feet and consists of a 
prefabricated light stee] frame in 
which the illustrative material ts 
arranged. Designed in London by 
the Design Research Unit the dis- 
play will go on tour when the 
Israel exhibition comes to an end. 

The United Nations Educa- 
tional, Scientific and Cultural 
Organisation indicates by this 
display the area, characteristics 
and causes of arid zones, as well 
as their diversity. This is followed 
by photographs and diagrams 
showing the possibilities for deve- 
lopment of these zones where rain 
is infrequent and water has to be 
collected by dams and irrigation 
systems. 

Artificial rain-making, the de- 
tection of underground water- 


They sell textile machinery, access 
ories and chemicals to the linen, jute | 
and cordage trades 


THE LINEN TRADE CIRCULAR, 


(weekly, commercial, no frills, no colour) | 


THE TEXTILE QUARTERLY 


(four times a year, technical, glossy, good 
colour work, permanent binding) 


BOTH MEMBERS ABC 
Specimen, ratecards, circulation facts 
from H. R. CARTER PUBLICATIONS | 
LTD., 2 Marcus Ward Street, Belfast | 


PADDINGTON 
ADVERTISING 


tables and sources of power in 
arid zones are also dealt with, 
together with their evolution and 
vegetation (see illustration above). 

The World Health Organisa- 
tion section of the display shows 
how the health of the community 
requires public health services 
and a healthy environment, be- 
sides the care of mothers and 
children. Good health needs the 
control of communicable diseases 
and disease bearing insects. The 
display shows how the Organisa- 
tion helps with the training of 
health personnel and co-operates 
with governments in mass cam- 
Paigns against certain disease. 

In the section devoted to the 
Food and Agricultural Organisa- 
tion the display shows how zones 
can be restored to fertility 
through a concentrated  pro- 
gramme based on science and co 
operation Afforestation, the fix 
ing of sand dunes, the planting 
of trees and irrigation (including 
all the preliminary work of soil 
analysis) is depicted. Particular 
attention is paid to the use of 
water in arid zones and the possi 
bility afforded by modern 
methods of economical — soil 
storage of water and moisture, 
not only to aid afforestation but 
also to relieve the forest from the 
pressure of growing and shifting 
cultivation 

Finally, the International 
Labour Office illustrates how its 
experts are also helping to deve- 
lop arid zones by way of increas- 
ing productivity. Photographs 
show LL.O. officials demonstrat- 
ing methods of lifting output and 
reducing waste and accidents in 
many fields of agriculture 

The displays of each agency 
thus reveal the part they play in 
their special spheres of concern. 
The lesson to be learned from 
the whole display is that all 
aspects of research must be taken 
into account if technical develop- 
ment in one sphere is not to give 
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hetically 
“Yachts, 


More than a newspaper 


Guidane e 
for 
National 
Advertisers 


Convincing evidence of the 


pulling power of the Bel 
fast News-Letter is to be 
found in the large volume 


of classified advertisements 
appearing daily in us pages. 
The smaller advertiser—-the man 
or woman on the spot--knows 
which publication” gives _ best 
results. It is noteworthy that he or 
she uses the columns of the Belfast 
News-Letter in greater measure than 
those of any other morning news- 
paper published in Northern Ireland. 
The Belfast News-Letter has $7 stand- 
ng classified headings ranging alpha- 
from “Articles for Sale" to 
Boats & Dinghies.’ 


Established 1737. 


an institution, 


fast News-Letter 


BELFAST: Donegall St. 


LONDON : 


THE WEEKLY NEWSPAPER FOR 
WOMEN OF GOOD TASTE 


ADVERTISER'S WEEKLY 


85 Fleet St. 


NET SALE 76,121 


Reserve your space now for 


CHRISTMAS NUMBER DECEMBER 3 


EVERYTHING 


COMPANY 


For specimen copy and county breakdown apply to 
Miss G. FE. CARELESS, Advertisement Manager, 
THE LADY, 39-40, Bedford St, London, W.C.2 TEM 8705, 6, 7 


rise to new problems and difficul- 
ties in another. Co-operation ts 
the keynote 
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AD. MAN’S BOOKSHELF 


New type face 
encyclopaedia 


Encyclopaedia of Type Faces, by W. T. 
Berry and A. I Johnson. Blandford 
Press. 42s 
sh strength and value of this 

new encyclopaedia lies in the fact 
that the co-authors have drawn upon 
the world’s typefounders for repre- 
sentative faces. Among the 700 or 
so types illustrated and commented 
on are many that will be new to 
British typographers, and it is signi- 
ficant that there are no prominent 
omissions. 

The faces are arranged in logical 
order and neatly grouped into sec- 
tions. Venetian Romans, Old Faces, 
and the 18th century Transitional 
Types lead the way, followed by the 
Moderns and the 20th century 
Romans. Then the Calligraphic 
types are shown, followed by Display 
Romans and the “Private Press” 
types. These latter are of limited 
practical use, and will be of interest 
mainly to typographic historians, 
but they could not be left out of 
uny work claiming to be encyclo- 
pacdic. 

It is not surprising to find that 
the largest section—44  pages—-is 
devoted to the Sans Serif types. 
This section is particularly interest- 
ing because it reveals the slight 
differences between such types as 
for example Granby and Gill, two 
faces that, understandably, are often 
mistaken for each other in their con- 
densed and extra bold forms. The 
typographer can note the many dif- 
ferences and identify each more 
surely afterwards. The practice of 
comparing two rather similar faces 
has always proved fascinating to 
typographers, and this new publica- 
tion gives plenty of scope for such 
diversionary exercises. 


Excellent reproductions 


The authors have illustrated some 
faces that no longer exist or for 
some reason are not now available 
to British advertisers. These are 
included in order to ensure that the 
selection is representative, not so 
much of available types, but of type 
designs. Where the actual type has 
not been used, a reproduction has 
been substituted, but so faithful are 
the reproductions that it would be 
a clever man indeed who could 
separate them from the examples 
printed from actual types. 

Script types, as distinct from 
Calligraphic types, are also given a 
large section, and a topical note is 
struck with the presentation of a 
short section on “Three-Dimensional 
Types.’ All the other classifications 

Egyptians, antiques, black letter, 
outline, shaded, fat faces and decor- 
ated types, are grouped together in 
sections varying in length accord- 
ing to the number of faces available. 

Some founts are left to explain 
themselves, possibly because infor- 
mation about them is not available, 
but most faces are given a short 
introduction, with individual treat- 
ment of unusual features. 

Here is the description for the 
not-so-well-known “Hyperion,”” pro- 
duced by Giesserei in 1931: 
“Designed by Berthold Wolpe. An 

angular pen-lettered design, with 

several unusual letters, The right- 
hand serifs of upper- and lower- 
case Vand W run inwards, the 

Y descends below the line and has 

a pronounced serif running to the 

right.” 

These points of identification stick 
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CONTROL UNITS 
FOR 
FLASHING LIGHTS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 


Hong Kong Works, Exhi 


bition Grounds 
Wembley, Middlesex. Wembley7733/7473 
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| CoOOK’S | 
DISPLAY PRODUCTIONS | 
LIMITED 


Exhibition Contractors | 
Display Producers 
Sign Manufacturers 
Outdoor Publicity Contractors 
Designers 
Giant Photo Reproductions in 
Colour or Black and White 


124 LADBROKE GROVE, W.10 
Telephone : PARK S652-5-4 


J. WATSON (London) & CO. LTD. 


Display Units in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 + Telephone SHE 4363 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


] 9. FLEET ROAD. HAMPSTEAD. N.W.3. GUL 33/8 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER I|5 


BLACKFRIARS 0856 


THE EARLY FIRM 


ma | 


7167-171 QUEENSWAY, W.25 


\ Phone : BAYewster 2291-2 / 


STOKES & DE MILLE 
STUDIO 
for CUT-OUT 
DISPLAY DESIGNS 


7 Wine Office Court, Fleet St. E.C.4 
CENtral 6656 


Established 1884 


40,000 norticutturAL 
PHOTOGRAPHS 


OF ALL TYPES SS 
for ALL PURPOSES 


REGINALD A. MALBY & CO. 
19 Chelmsford OODFORD, E.18 


oad, 
BUCkhurst 0222 


FRANK WINTERBORNE 
STUDIO 


Artists and Designers 
Telephone: REGENT 1096 


TUDOR ne AGENCY LTD. 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C4 
WOLborn 6641 CiAncery 3506 


Adver tising Novelties 


Advtg. Pencils 


and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO FANCY PROOUCTS LTO 
Manufacturers 


37 Mill Lane, London, NW.6 
Promes Mamopstead $8$B ang Cadena: 676) 


CONVEX LTD. 
FOR 


PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 

41, BRECKNOCK ROAD N.7. 
PHONE GUL. 4877-2848 ye 


VERY RARE! 
* photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 
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Packaging§ 

Booklets 

. Folders 


Lettering 


Foru 


ART SERVICE LTD. 
‘10-12, BURY PLACE, WCl Layout 
CHA 4121 


Design 


‘< Cut-out Letters) 


dis nlay 


lettering 


Cut-out relief lettering, 
ready gummed, !2 types, 3/16°-8" 


LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course ! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375 
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‘Silk Sereen Services 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable — & Publishing 
62 DOUGHTY ST., W.C.I. HOLT 


BRASS BLOCKS & DIES 
Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal 
NOBBS & AYCKBOURN 

CLERKENWELL GREEN, E.C.! 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
Ilustrated Catalogues, 
Brochures, etc. 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1. HOL. 9431 


1e¢2-419583 


FOLDING 


THE 


HYPNOCOLOR 
COMPANY 


Silk Screen Printers 
in Fluorescent and 
Fine Art Finishes 
In the Heart of the 
Printing World 
© 


15-16 GOUGH SQUARE 
FLEET STREET, E.€.4 
Tel. CITy 2787 


& 
JOHNS, SON ‘ 
pworth st pond 6.0.2 
2-4 EPWORTH ST nes tines) 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 


speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ek 


OFFSET 
COLOUR 
PRINTING 
(H- MANLY & SON LTD, 


WOOD GREEN LONDON N.22 
BOWES PARK 3802 


+ HiGwest Quatity 
ComPeETITiVE PRICES 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OUGRIEN HOUSE I% CLYDE ST GLASGOW 
CITY #15 “OUBRIEN GLASGOW ™~ 


A. H. 


PRINT 
PROCESSES 


SEE THE JOB THROUGH 


From Studio to Camera 
to Press—on the 
Premises. 


Speed and Efficiency in 
Silk Screen Printing and 
Display Making 

Telephone : 

SHOreditch 5041-5 


1246 HOXTON STREET 
LONDON, N.! 


Pvictnsto Day-cio PRinTERs N 


RAY SIG | 
DURHAM ROAD. L 


42, HOXTON $@., LONDON, N/. 
CE. 2354 


(continued on poge 52) 
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Ad. Man's Bookshelf—cont. 


in the mind and also sharpen the 
student's observation, 

The introduction to the book deals 
with the mechanics of type, the im- 
portance of serfs, variations in 
design, and italic types. Technical 
terms are given in a short glossary, 
and the whole work is neatly 
rounded off with an index, 

The authority of the compilers 
cannot be questioned: W. Turner 
Berry is the hlbranan at the St 
Bride Institute, and A. F. Johnson 
was until recently Librarian of Type 
at the British Museum. Each can 
claim at least 30 years of practical 
work in this field..-G.H.W. 


Advice on paper 
for publishers 


Paper for Books, published by Robert 
Horne A Co. Ltd 14s 

Although primarily intended as a 
guide for book publishers, Paper 
for Books should prove very usctul 
to those agency production men and 
typographers whose job includes the 
designing and printing of advertising 
literature, It deals largely with the 
practice of choosing papers for par- 
ticular purposes, and the samples 
range from featherweight antique 
(about which the publishers say 
some unkind things, richly deserved), 
to esparto two sided art, 

For some reason imitation art is 
not represented. The introduction 
serves also as a glossary and a guide 
to costing, and is possibly the most 
useful treatise on the subject of 
paper buying that we have scen for 
years 

In describing the samples, type 
faces particularly suitable to the 
papers are used. This ts a practice 
that should have wider application, 
for the “marrying” af type to paper 
iS a most important factor in the 
production of good printing. 

As a public relations project —or, 
maybe, as a “customer relations” 
experiment this book will probably 
meet with the success it deserves, 
There is. one Weakness —the sponsor- 
ship is made too obvious too soon. The 
publishers tell us straight away that 
they can supply any quality of paper 
that we may want, and there are no 
fewer than four “we's” in the first 
four sentences 

This self-advertisement could have 
been left until later--at the end of 
the introduction, for example, when 
we had become really thankful for 
some extremely useful advice and 
would be fecling well disposed to- 
wards the authors, As it ts, we get 
the feeling that we are being “sold” 
not so much on paper buying as on 
buying Horne’s paper. -G.H.W., 


More low-down 
on beer 


Word for Word. an Encyclopadia of 
eer (Whitbread A Co Lid Sa) 
This latest addition to the Whit- 
bread library is perhaps the best 
af all. With its wealth of informa 
tion, Ws attractive woodcuts, its 
mellow preface by word-master 


| Ivor Brown, and its beautiful pro- 


duction, itt should seduce even a 
rabid teetotaller, Of the 15 entries 
on one page, how many pub- 
crawlers, on wonders, know the 
meaning of copper-sidesman, 
cottmary, crinze, croze, cuckoo-ale, 
culms, or dadloms?——-M.H 
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Services. & Supplies 


Photographers = 


COLORGRAPH 


Photographic Studio 
provides 

Color prints and 
transparencies 

for point of sales, 
showcards, calendars, 
etc. 


* We can now process 
Ektachrome and Agfacolor for 
outside studios. 


Colorgraph Studios (London) Ltd. 
8, Bream’s Buildings, E.C.4. 
CHAncery 3416 


THE NEWBOLD WELLS 
COMPANY 
specialists in 


GIANT ENLARGING 
COMMERCIAL PHOTOGRAPHY 
ARTISTS STUDIO WORK 
NEWBOLD-COLOUR PRINTING 
BLOCK MAKING 
PRINTING ETC. 
Quality Work 
at Competitive Prices 
10-11 DYERS BUII.DIMGS, HOLBORN, E.C.1 
CHAncery 3186 


LONDON ART SERVICE 


PHOTOCAAPHICILTO 


Chichester Rents 

tt Chancery WC2 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


SAME DAY COPY SERVICE 


* Phone HOLL’ 6669 


IVE ZANT ol ANC ONLS 
LAT YD) 
Specialists in 
Photo-E:nlargements 
in Tone and Line 


295 
Camberwell New Road 
S.E.5. 
RODNEY 5811/2 


——— = 
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(Continued from page 5!) 


Photographers = 


A.C.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Ace y-aen<) LTD. 
28a Basinghall St.. London, £.C.2 


Mi Tregelitan 9436-7 


The Fifty Three 
Group 
Colour 
Photography 
at Competitive 
Prices 
26 HANS ROAD 
S.W.3 
KENSINGTON 7612 


FOR QUALITY DISPLAYS 


36-37 MAIDEN LANE STRAND W.C.2 
TEMple Bar 0397 


FoR 
SILK SCREEN PRINTING 


DISPLAYS, SHOWCARDS 


‘CLISSOLD 
90 STOKE HEWINGTON WiGH STREET, Be ow 


@ CONVEX LTD. 


CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


41, BRECKNOCK ROAD, N.7. 
PHONE GUL. 4877-2848 
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Commercial art 
on parade 


S always, the 23rd issue of 

Modern Publicity* seems a 
little better than any that went 
before. As a source of inspir- 
ation and a spur to ambition 
there is no better book for the 
commercial artist, wherever his 
particular talent lies. 

One assumes as a matter of 
course that every art director 
keeps these volumes very close to 
his elbow. 

With many pages in full colour 
the book has reproductions of 


literally hundreds of advertise- 
ments and posters, gramophone 
record covers, packages and 
labels, letter-headings, book 
jackets, folders and showcards 


from 20 countries including 
Japan, India and even Uruguay. 

It is a cosmopolitan feast of 
commercial art, and I can imag- 
ine no creative advertising man 
failing to enjoy and admire the 
craftsmanship revealed on every 
page. 

Looking at it quickly and 
comparing it with earlier volumes 
one is struck by the number of 
advertisers who were using pic- 
tures of animals in 1952, 

Probably there is no particu- 
lar significance in this; it may 
ever be due to nothing more 
than an idiosyncracy of some 
of the selectors, but one can't 
help wondering whether there 
is a world-shortage of outstand- 
ing figure artists. 

Post-war research has so con- 
vincingly shown the attraction- 
getting power of pictures of men 
and women that one would ex- 
pect them to almost sweep the 
board instead of being scarcely 
more numerous than birds, beasts 
and fishes. 

Younger and more ingenuous 
readers should forcibly remind 
themselves at frequent intervals 
that Modern Publicity is an 
annual not of good advertise 
ments but of advertising art. 
They won't find many examples 
from the campaigns of advertisers 
who are in a shooting war with 
their competitors, Apart from 
one unexciting package-design 
there ts no sign of the embattled 
detergents and hard soaps. The 
only department store advertising 
is prestige stuff. 

Among more than 200 press 
advertisements there is only 
one with a coupon, while less 
than a dozen mention anything 
so mundane as money! 

A particularly interesting and 
impressive section is devoted to 
the sale of commercial radio 
time, with about 30 examples of 
magazine and press advertising 


*Modern Publicity, Art and Indus- 
try’s International Annual of Adver- 
tising, The Studio Ltd., £1 15s. 


by the Columbia Broadcasting 
System, As an example of selling 
the intangible this is superb; and 
these particular advertisements 
are clearly selected as much for 
their advertising value as their 
artistic merit. 

By far the worst thing about 
the book is the section devoted to 
packaging—which would in any 
case be far better called “label- 
ling.” It seems almost impossible 
to believe that 95 per cent of the 
designers have ever even heard 
of a super-market or help-your- 
self store, and J swear that at 
least 80 per cent of them have 
not been in a egrocer'’s, chemist's 
or stationer’s shop with their eyes 
open for at least 10 years. 

The lettering is small and 
finicky instead of being large and 
legible; the labels are designed 
as individual] items without any 
thought of how several will mass 
together; they are far too genteel. 

Everybody who sees this book 
should turn to the magnificent 
Freshlike Peas tin from the 


High praise is given for this tin 
desigm from the United States. 


United States on page 124 and 
ask why there is not a British 
design in the book with one- 
tenth of its taste, its strength or 
its imagination. 

It is as certain as next Sun- 
day’s sunrise that self service 
stores will scon be among the 
greatest retail outlets in this 
country. When that day comes, 
woe betide the manufacturer 
who relies for visibility and 
attention on such dainty labels 
as those held up for admiration 
in “Modern Publicity.” 

The book is admirably indexed. 
It would, however, be a great help 
if the captions under some of the 
foreign posters and advertisements 
explained what kind of product is 
being advertised, and included a 
translation of the slogan or head- 
line.--McD. R. 
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Nine prizes have been 


won in carnivals this summer by this 


Weetabix 


animated display designed by their agents, Godbolds Ltd. 


Firm began in the gold rush 


A romance of industry that 
began 100 years ago in the 
Australian Gold Rush is. re- 
counted in Gordon & Gotch, 
London, “the story of the G. & G. 
Century, 1853-1953.” 

Written by Roy F. Bell, the 
book traces the growth of this 
noted firm of exporters and adver- 
tising agents from the days when 
Alexander Gordon opened a 
newspaper stand in the Western 
Market, Melbourne, and was sub- 
sequently joined by John Speechly 
Gotch, to the present day when 
the London firm claims to be the 
largest exporter of magazines in 
the world. ships 70 per cent of 
Britain’s total exports of news- 
papers and magazines, and is 
responsible for a large propor- 
tion of the nation’s overseas 
trade in books, 


‘March of advertising’ 

The chapter headed “March of 
Advertising” recalls that in the 
history of the firm advertising is 
as old as the business itself. 
When Gordon opened his stall 
he acted as advertising agent for 
The Argus. Even in those days 
someone was advertising a 
“Golden Egg Powder—equal! in 
every respect to fresh shell eggs.” 

When the London branch was 
opened in 1867, G. & G. were 
happily situated to act as agents 
between the colonies and the 
mother country. At that period 
advertisements were designed for 
the firm of Tomlinson & Hayward 
Ltd., who, some 80 years later, 
are still among G. & G.'s adver- 
tising clients 

Gordon & Gotch were founder 
members of the Association of 
British Advertising Agents, which 
developed into the Institute of 
Incorporated Practitioners in. Ad 
vertising, but it was not until 
1949 that Gordon & Gotch Ad- 
vertising Ltd. was registered as a 
separate company, with J. H. A. 
Cocks as general manager and 
Leslie W. Berrili as chairman. 
Now it is able to claim that it 
has its agents in every market 
from Sweden to South America 
It is producing export campaigns 
for 32 clients and United King- 
dom campaigns for $1 

Gordon & Gotch 
brates its centenary 


Ltd. cele- 
this month 


. . 
Limelight on a 
. 
poster artist 

A pen-portrait of Dick Elffers, 
the modern poster artist and in- 
dividualist, is probably the most 
interesting of the features in the 
Typographica 8, published by 
Lund Humphries. 44 pp. (5s.). 
The interest lies not in the text, 
which explores Elffers’ subcon- 
scious mind a little too much 
(writes G. H. Wilkinson), but in 
the reproductions of his com- 
mercial work, which show the 
Dutch artist’s versatility and his 
command of type. 

Only slightly less imaginative 
are the examples of magazine 
covers illustrating the article 
“University Magazines,” which 
discusses the difficulties and pit- 
falls that confront the young and 
often inexperienced editors of 
these publications. There is a 
refreshing lack of repression 
about the covers illustrated, 
which possibly proves that even 
if an editor has not the experi- 
ence he can nevertheless produce 
an attractive magazine if only 
he lets his imagination run. 

In a review of the “Mono- 
type” copyfitting indicator, Alan 
Dodson 1s sternly critical, and it 
is fortunate that this handy 
guide to copyfitting has had 
several months in which to make 
its usefulness obvious. The 
“bread and butter” typographer 
can say: “well, Mr. Dodson may 
not think a lot of it, but I have 
found it very useful,” Typo- 
graphica 8, however, is for the 
typophile rather than the work- 
aday typographer. 


Printing census 


An official Census of Produc- 
tion Report on the Printing, Pub- 
lishing and Bookbinding indus- 
tries of Ireland tor the year 1951 
shows that the total net value of 
the goods produced and work 
done in that year was £7,306,762, 
compared with £6,068,602 in the 
preceding year. Printing of news- 
papers accounted for £3,347,417, 
and printing of magazines and 
trade journals for £381,951. 


Big drive for 
‘Newsweek’ in 
Britain 


A big circulation and advertis- 
ment expansion drive for the 
European edition of Newsweek 
is being launched, it was revealed 
at reception last week, attended 
by leading advertising agents, for 
Theodore F. Mueller, publisher 
in charge of the business side of 
this American magazine. 

Newcastle upon Tyne is being 
used as a test area, with small 
space advertisements in a num- 
ber of journals. International 
Exportaid are handling publicity 
through their British and Com 
monwealth member, Stowe & 
Bowden Ltd., one of whose 
offices is at Newcastle. It is also 
planned to use direct mail from 
New York, and this will stress 
the value of the medium tor 
export advertising. 

Peter Cockburn-Thorpe, for 
merly advertising manager, has 
been appointed European direc 
tor of advertising and promotion, 
and his staff is being enlarged. 
Richard P. Callahan is the man 
ager of the European edition, 
operating trom. Paris. 


Lloyd Memorial 
Home dinner 


The annual festival dinner of the 
Lloyd Memorial (Caxton) Seaside 
Home for Printing and the Allied 
Trades takes place on Thursday, 
October 29, at the Connaught 
Rooms, London, W.C.2. 

Speakers will include the Rt 
Hon, Herbert Morrison, M.P., W. 
Surrey Dane, president of the Hom« 
and J, &. Rawlins, chairman. 

At the dinner will be announced 
the result of the special appeal 
which the president launched a year 
ago to clear the overdraft of over 
£28,000, 
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This carrier 
concentrated quick 
juice has had an 
upon sales in the United States 
Two of the carriers (each holding 
four cans) may be joined together to 
facilitate the self-service of as many 

as eight tins 


Birds Eye 
frozen orange 
uplifting effect 


pack for 


’ . . . 
Comet trip prize in 
custard competition 

A B.O.AC, Comet was char- 
tered to take winners of a Sym- 
ington competition for an hour's 
flight over Europe 

Competitors under 17 had to 
select the most suitable words 
from given alternatives in a story 
called “The First Message from 
Mars” and complete the last 
sentence, 

Designed to boost custard 
powder sales, the competition was 
advertised in Eagle, Girl, TV 
Comic, Hotspur, Rover, Lion, 
School Friend and the Children’s 
Newspaper, 

Symington’s agents are Erwin 
Wasey & Co. The competition 
was handled by W. H. T. Tayleur 
(Publicists) Ltd, 


Nursing exhibition 
Nursing 
organising the 38th London Nursing 


Mirror is this month 


Exhibition and Professional Nurses 
and Midwives Conference at Sey- 
mour Hall, / Press officer is 
Maurice J. Seymour who will have 
the assistance of Miss Barbara Vise 
at the exhibition, 


LEGAL AND GAZETTE 


NEW COMPANIES 


Pickersgill Publichty Service Ltd., 4 
Albion Street. Leeds. Nominal capital 
£12,500. Directors: L Pickersgill = and 
Mrs. H. Pickersgill 

Cecil Swann Lid., 16 Berkeley Street, 
wil Advertising contractors Nom nal 
capital 13,00 Deacctors:s C. G H 
Swann 


sponser 
transmit 


produce 
wirciess broa 


prepare, 
television and 
casts. Nominal capital £100. Subscribe 
|. G. Wigmore, A. S. Cannings 

Viuki Hughes Lad. To take over bus 
ness of press and public relations, put 
hoity and advertising representatives 
carried on as Viki Hughes. Nominal 
capatal £1,500 Directors I 
Hughes, Joyce M. Hughes, R. A Symes 
Schutzmann and Monica Symes-Schut/- 
mann 

CampbellJohbnson Lid., 6 Old Bont 
Street, Wl. Public relations organsat on 
and industrial relations advisers. Nomina! 
capital: £100. Directors A. Campbel 
Johnson, CTE, and the Lady Tweeds 
muir, MP 

Howard Glover (Commercial Ar ists) 

High Holborn, W.C.1. Nominal 
41.000. Subseribers:s C BL. Dy 

son and H. L. Glover 

Press Holdings Ltd. Advertisng ard 
publicity experts agents and advise & 
printers and publishers) Nominal capital 
£100. Subscribers: J Brennen and 
C. H. Maclean 

Pinnacle Displays Ltd... 4. Buxon 
Street, London Road, Manchester 1 


Stk screen process printers, designers 
and manufacturers of glass advertising 
tableta and exhibition stands) Nominal 
capital £11,000. Directors: J. GG. Cos 
grove and BE. T. Humphreys 

Tradewinds (Publicity) tad. ‘) Mill 
lare, West Hampstead, NW 6 Adver 
tising and publicity agents and special 
i's. Nominal capital £1,000) Directors 
HOt Roman, C. Shelicy and R 
Larenstcin 

Municipal fF aginecring Publications 
td. To establish print and publish 
nev spapers, periodicals, magasines, 
books, plans and drawings of all kinds 
Nominal capital £10,000 Subsoribers: 

Thompson and J. E. Phillips 

(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register complied 
by Jordan and Sons ttd., Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2) 


WILL 


Masoe Ronert 
Brandshy Hall 
tor of the York 
paper ¢ 


Srantey Prarson, of 
Brandsby, York a direo- 
lire onservative News. 
ompany td an { Doncaster 
Newspaper left 414% 9S] 
£94.40 Ils. id. met (Duty 


Change of address 
Jobn Dannhorn and Partners to 7, 


Montagu Street, Portman Square Lon- 
don 
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HARROGATE HIGHSPOTS 


No question about it-4the Harro- 
gate Conference was lucky in its 
weather! Or was it? Glorious 
weather can have its drawbacks as 
far as conferences are concerned. 
A blessing for the golf and the 
coach outings, it can be-—particu- 
larly when allied to attractive 
scenery a serious rival to the ses- 
sions. It speaks eloquently for the 
quality of the speakers and their 
subjcets, therefore, that the sessions 
commanded such good audiences. 

But | do not think that that was 
the only reason, or even the chief 
one. Seldom have I attended any 
conference so dominated and unified 
by one idea, or rather one feeling. 
This was the awareness that adver- 
tising is under attack and should be 
on the attack. Most articulate in 
the powerful speech of B. 
Nicholas, it also coloured all the 
sessions, and gave the whole con- 
ference a sense of urgency. At least, 
such was my impression. 


* * * 


R ARELY have I attended a more 
enjoyable dinner than that on Satur- 
day evening when we were all guests 
of London Express Newspaper Ltd. 
About 300 people were present and 
the spirit was festive, from the word 
go. KE. J. Robertson and his wife 
were charming hosts and the former 


an excellent chairman, wisely setting 
the fashion for brief speeches in the 
welcome which he extended on his 
own behalf and that of his fellow 
director, Leslie Needham. 

Commander Robertson-Mac- 
donald had two pleasant tasks to 
perform. One was to thank Mr. 
and Mrs. Robertson and also Col. 
Batchelor for his contribution to the 
success of the Conference. The 
other was to make, on behalf of the 
Club Development Committee, a 
presentation of a pair of binoculars 
to W. H. Hamp-Hamilton whe, as 
the Commander rightly said, vad 
done a wonderful job during his two 
years as chairman of the Club 
Development Committee. Mrs. 
Hamp-Hamilton was presented with 
a pewter coffee pot. 

Col, Batchelor, in wittily express- 
ing his thanks, revealed that he 
would be paying ten guineas to 
N.A.B.S. (or should I say “shelling 
out” where the head of Batchelors 
Peas is concerned?) because he and 
the Mayor were beaten at golf by 
“two Scotsmen,” Mr. Robertson 
and Mr. Necdham. Of course I 
asked “Bill” Needham how he had 
managed to become “Scotch"—and, 
of course, he answered “by absorp- 
tion”! 

A thoroughly enjoyable dinner 
finished in time for an equally suc- 
cessful dance. 


ADVERTISING MANAGER’S CORNER 


Tom-Tommy [tot 


When an advertising manager goes off hunting ideas 
on his own, sooner or later he finds himself right up 
the creek without a paddle, and it isn’t long before 
he hears the drums rumble in the night, carrying the 
message that the Chief is on the war path and after 
Fither our hero comes across with a 
brilliant idea for leading the old firm out of the 
jungle or there’s going to be another grave among 


his scalp. 


the swamps. 


If you should find yourself in this predicament 
don’t lose heart. Make for the nearest hollow log 
and call us up on the bush telegraph. 
reach a telephone, of course, it’s easier still. — Just 
dial REG 3295-6 and we'll organise a rescue party. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel. : REG 3295-6 


If you car 


Winning my bet 
withJ.B. Nicholas 


"THERE are few things I like more 
than winning casy bets. | am now 
half-a-crown less poor than I might 
be because I bet J. B. Nicholas 
that sum that he would have the 
largest audience for his speech. Like 
the blonde in the story, | was calm 
and collected! 

* * 
BBERKS and Bucks Publicity Club 
gave a reception on Friday evening 
for the youth delegates who attended 
the Conference as guests of Time- 
Life International. They were in- 
troduced by fan Buchanan, chair- 
man of the club, to E. J. Robertson, 
president of the Advertising Associa- 
tion, and to Denis Courtney 
Embley, promotion manager for 
U.K. and Europe, Time-Life Inter- 
national, and were presented with 
medallions as mementos of the 
Conference. 

* * * 
Most brazen pun of the Confer- 
ence was perpetrated by the 
Marquess of Anglesey in introducing 
Ivan Luckin. “We are very lucky 
to have the next speaker,”’ he said. 
“In fact our luck is in!” 

* * 


BRIGHTEST quip of the Confer- 
ence—Col. Batchelor, citing the 
Kinsey Report as an example of 
market research: “It has shown that 
one out of every four married women 
are unfaithful to their husbands. ... 
But four out of six women are faith- 
ful to Batchelors!” 


Cat and the 
family tree 


ONE of the most publicity minded 
furnishing stores in the Tottenham 
Court Road area is Catesbys Ltd. 
Last week they marked their 90th 
anniversary with a party for the 
press. And there was plenty of 
evidence around to show the faith 
the company has in advertising. 
Pride of place was given to a large 
toy black cat to link the party with 
the company’s advertising—a black 
cat is a feature of all Catesbys ad- 
vertisements in the London evening 
newspapers and the Daily Telegraph. 
Another talking point was the family 
tree of Catesbys. going back to the 
fisteenth century. 


Pat on the back 


from Lord Mayor 


WHEN the floods hit East Anglia 
last winter and the Lord Mayor of 
London launched his great appeal 
organised advertising waded straight 
in to help. 

Sir Rupert De la Bere, says 
Hugh Appleton of the L.1.P.A., told 
him: “Everything we have is yours.” 

Into the Mansion House stepped 
volunteer pub- 
licity man 
Eric Williams, 
+ of Footé, 
Cone & Beld- 
ing Lid., 
backed by the 
advice and 
co-operation 


of his chief 


R. A. Paget- 
Cooke. 
Eric Wil- 


liams had his 
reward at the 
innual dinner 
of the L.1.P.A. 
in the presence of a distinguished 
company at the Mansion House last 
week. The Lord Mayor singled him 
out for a special pat on the back. 

: fund raised over £5 million. 


Leonard Hill and his painting in 
oils. 
ADVERTISERS and agents were 
among those who went to a party 
in Hampstead last week given by 
the publishing firm of Leonard Hill 
Lid. The highspot was the presen- 
tation to the chairman and founder 
of the company, Leonard Hill, of 
his painting in oils. The paintin 
was handed to Mr. Hill by T 
Crosbie-Walsh, senior editor of the 
group. It was subscribed for by 
members of the staff and will hang 
in the board room at the company’s 
new premises at Stratford House, 

Eden Street, N.W.1. 


Thrilling escape 
story 


BBEFORE 1939 Gordon Instone, at 
present advertisement manager of 
Everywoman and Mother, was assis- 
tant advertising manager of Coalite. 
Came the war and he joined the 
army aS a gunner. 

He was captured by the Germans 
at Calais in 1940 and in the ensuing 
eleven and a 
half months 
escaped no 
fewer than 
three _ times, 


prisoner for 
only five days. 
In all he 
walked 900 
miles — from 
Calais to 
M arse illes. 
For one of his 
escapes he 
had to kill 
two Ger- 
man guards. Forged documents 
figured in another. He finished his 
Army service as a major in the War 
Office. 

Mr. Instone has now told his 
thrilling war story in 100,000 words 
which will be published on October 
26 by Burke Publishing Co., Ltd., 
under the title “Freedom the Spur” 
(1Ss.). It will include maps and 
pictures of documents and forged 
papers which he used in_ his 


escapades. 
Contact 
WEEKS WISECRACK 


a“ 


“Along with this Chair for 
Advertising you'd better 
order a few kneeling mats 


for the staff.” 
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A uniue POSTAL PACKING UNITS- 
(WELLCUMMED 1.24 RIGID FIBRE BOARDS) 
ENSURE IMMUNITY FROM DAMAGE 


for your VALUABLE DRAWINGS - PRINTS - LITERATURE AND DOCUMENTS 
WHILST IN COURSE OF POSTAL OR OTHER MODE OF TRANSIT 
AND SAFE ARRIVAL AT DESTINATION PERFECTLY FLAT AND INTACT 


TONER | ee “a Fel aed l l l 
Envelope sizes 74x5 81 x6} 9x6 |9) x6) beg sists: Winaliieed Wcaba 12x10 124 x10} 13x11 | 149/15 10 (15H x 124) 1612 
| | | 


| 
| FIBRE BDS. ) 100| 14/6| 156| 163| 196) 21-| 30-| 336/ — | 37/-| Lm | om | 
| with THICK + $00 66/-| 70-| 72-| 87-| 96-| 130-| 145-| — | 166-| lL - | | 
| BUFF ENVS. J 1000 | 126/3| 133] 137/-| 162-| 180/-| 250/-| 280-| — | 320-| | | — | 


| | 


| FIBRE BDS. ) 100| 212, 23/-| 23-| 266| 29/3] 386| 433| 46-| so-| s7-| 599 55- 
with HEAVY 500 1019, 109/3| 1093) 125-|1389| 183-| 205-2186, 2376| 2709 2844, 2613  2844| - 
| RIBBED ENVS.) 1000 1983) 212/9'2129| 2456/270-| 356-| 399314256 4633) 5273 5536/5086 5536, 6819) 6919 


TER M< Nett h Deduct $ if ordering 1,000 Units (assorted, if to desired 


Prices are for complete units (envelopes, with loose boards cut to fit neatly) * Tax and Carriage Paid * Prompt Despatch * Satisfaction firmly assured 


+e pioneered by WILLIAM | 87 BROWNLOW ROAD 
ndaigrinmorenwe WARD) SOUTH SHIELDS 


PACKAGINGS WAREHOUSE : 4850 CUTHBERT STREET 
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Publications News and Notes 


iening News’ 
art show 


The London Evening News, with 
the co-operation of over 40 London 
advertising agencies, is presenting 
another commercial art display at its 
West End Centre, 97 Regent Street. 

Ihe show, now an annual event, 
opens on October 6. It will include 
over 200 examples in monotone and 
colour and executed with brush, pen 
and scraper. The works of top- 
grade commercial artists will be on 
view and the display will include 
onginal poster designs for British 
Railways and London Transport. 
Another exhibit will show the pro- 
gress of advertising design over the 
last 100 years. 

There will be a private view on 
Monday, October 5, for executives 
of advertising agencies. The gallery 
will remain open until November 14, 

* * * 


Ihe Rugby Leaguer has been 
adopted as the official organ of the 


National Federation of Rugby 
League Supporters Clubs. 
* os * 
Issues of Water & Sanitary 


Engineer are to be reduced to six a 
year. It will be bigger and the price 
will go up to 2s, Advertisement 
rates unchanged. 
* * 7 

British Vogue Export Book has 
published a special consumer edition 
for Canada —individually — to 
W,000 members of the erial 
Order of the Daughters ci the 


Empire, a large Canadian charitable 
organisation, There are pages of 
advertising by wholesale British ex- 
porters to the Canadian market, and 
Canadian firms who carry quality 
merchandise from Great Britain. 


Time has issued a packet of 50 
SLAMPS 48 a Promowvion piece accom- 
panying a reprint of a double- 
spread advertisement in The New 
York Times announcing that leaders 
of world opinion—-including cabinet 
officials of 54 of the United Nations, 
editors of great newspapers, and 
Governors of the 48 States in the 
U.S.--have voted Time the “world’s 
most important magazine.” 

* * 


New monthly 
The John F. Bush Publishing Co. 
are to produce a new monthly trade 
journal —Stiteh (24 pp., 6d.) catering 


for the outdoor garment maker. 
The first issue appears to-day 
(Thursday). 

* * * 


The Ormskirk Advertiser, which 
celebrated its centenary last week 
with an cight-page supplement, has 
modernised its make-up and changed 
to front page news, 

a * * 

The Yorkshire Evening Post ran 
20-page issue on Friday. 
¥ ” * 

The first issue of Uniforms and 
Industrial Clothing Catalogue con- 
tains 212 pages, with S2 pages of 
advertisements including full colour. 
Published by the Umted Trade Press 
Lid., it will appear each September. 


Those who know 
best about 
advertising . 


. say 


Wass, Pritchard 


know best 


about printing * 


WASS, PRITCHARD « co. up 


85 FENCHURCH STREET LONDON EC3 Tel: ROYAL7141 


* Specialists in Print by Photo-Litho-Offset 


| 
| 
| 


To-day 
British 
will be on sale 
Soldier was ‘originally produced for 
the British Army of Liberation and 


(Thursday) Soldier, the 
Army illustrated magazine, 
to all in Britain. 


the first issue was published in 
Brussels in 1945. Since September 
1945 it has been printed in Ham- 
burg. Henceforward it will be 
printed and published in England, 
and will be distributed to the trade 
by the Stationery Office. 
” ¥ 


The first section of a two-part 
supplement on industry in Coventry 
is included in the current issue of 
American and Commonwealth 
Visitor. 


A new House k Guim exhibi- 
tion, “Entertaining at Home,” .has 
opened at the Decoration Centre, 
16 Grafton Street, London, W.1. It 
will run until ee. 

” 


The title of the Cleveleys 
Gazette & Herald—a unit of the 
Blackpool Gazette series—is being 
changed to Thornton § Cleveleys 
Times. This is to obviate local con- 
fusion of the title with that of the 
Blackpool Gazette & Herald, the 
parent paper of the serics. 

* * 


Both the Journal of the Institute 
of Petroleum and the Institute of 
Petroleum Review will appear in 
demy quarto size (type area 10 in. 
by 7 in.) as from January. Rates 
will be a on £%Ma - % 

* 


The Municipal Journal for Octo- 
ber 2 will carry a special 20-page 
illustrated feature on Liverpool. 

* 

Corsetry and Underwear Journal 
are staging a 1 a.m. show of 1954 
swimsuit and beachwear fashions at 
the Astor Club, Berkeley Square, on 
the night of Tuesday, October 6. 
The models will include Miss Eng- 
land, 1952 and Miss Australia, 1951. 

* 


With its October issue the A.B.C, 
Railway Guide celebrates its cen- 
tenary. 

* * 

A complete illustrated guide to 
the caravans at the Motor Show is 
the main feature in the October 
issue of Modern Caravan. 

* 


Cowlishaw & Lawrence (Adver- 
tising) Ltd., 28 New Bridge Street, 
London, E.C.4, have been appointed 
advertisement representatives for 
England and Wales for the Scottish 
Young Farmer, official quarterly 
journal of the Scottish Association 
of Young Farmers’ Clubs. They 
have also been appointed sole ad- 
verlisement representatives as from 
January for the Journal of the 
Engineers’ Guild. 


1953 


We tear 


Demand for stand space at the 
British Food Fair to be held at 
Olympia next September is beating 
all records. In two weeks, more 
than a third of the space has been 
booked. The exhibition is sponsored 
by the “Daily Express.” 

* * 


OcTOBER 1, 


* 

The English Electric Co., Ltd., 
are issuing a new cookery book 
which includes over 400 recipes. It 
is bound between a full colour cover 
illustration of a roast chicken 
dinner. 

* * 

The first independent commercial 
television station in Canada starts 
broadcasting to-day (Thursday). 
The station is sited in Sudbury, 
Ontario, One-minute spot announce- 
ments at peak times cost from 
$27.00 Canadian dollars. Overseas 
Rediffusion Ltd. are the U.K. repre- 
sentatives. 

* + * 

To help the Carpets Promotion 
Council assess the results of the cur- 
rent Carpet Fortnight a question- 
naire is being sent out to all 
retailers. 


Stage propaganda 
The Royal Society for the Pre- 
venuon of Accidents is offering 


prizes totalling £100 for a play with 
a road safety theme. 
* - 


* 

A Bakers’ Review cricket team 
defeated a team fielded by Richard 
Madley Ltd., their printers. 

* * & 


Greater use by the Church of the 
press, radio, cinema and television 
was advocated by Dr. Cyril Garbett, 
Archbishop of York, speaking at 
Scarborough. 

* * * 

The Council of Industrial Design 
touring exhibition of contemporary 
furniture in room settings has moved 
to Huddersfield where it will be 
shown at the Huddersfield and 
District Co-operative Society store 


from to-morrow (Friday), October 
2—15. 
* * * 
Rene Cutforth, of the B.B.C., 


spoke about a recent trip to Green- 

land at a luncheon meeting of the 

Association of Circulation Execu- 

tives last Thursday 
* * * 

John C. Mactavish has been ap- 
pointed London representative of the 
Essex Weekly News. 

Hats off to advertising 


Following the success of a recent 
pilot page advertisement in the 
Bristol Evening Post the local branch 
of the National Hairdressers Federa- 
tion has decided to use full, and 
possibly double page press adver- 
tising. 


* 

Seymour Leslie has been named 
by Radio Eireann to handle the 
publicity and press relations for the 
autumn season of Prom concerts 
promoted in Dublin for the Radio 
Fireann symphony orchestra. 

* * 


Albert E. Stockton, northern man- 
ager of Drapers’ Record and Men's 
Wear, last week won the captain's 
cup and prize at a golf tournament 
over 36 holes of the Twenty Club 


a textile golfing society—at Mere. 
Cheshire. 
* * a 
Bigger Sales Through Market 


Research is the title of a promotion 
booklet issued by Sales Promotion 
(Leicester). 
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Octoser 1, 1953 


In its 75th year of continuous publication B.O.P. has 
broken yet another record. The October issue expresses 
the solid confidence that advertisers have in Britain’s 
brightest magazine for boys. Thanks are due to the 
105 advertisers represented by 42 agencies who helped 
to make this October record possible. 


Advertisement Manager : George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, E.C.4. Phone: CENtral 1732-3 


Immediate Results and Future 
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ADVERTISER'S WEEKLY 


This is a slogan everybody will be seeing 


shortly 


NOW is the time to arrange your 
Christmas Advertising Campaign in the 


HOME COUNTIES 
WEWSPAPERS GROUP 


Advance bookings indicate heavy 
pressure on our space and early reserva- 
tion is advisable. 


PER TRADE 
Ss COL =m FLAT 
INCH RATE 


A.B.C. NET SALES 
130,595 


Represented in London by 
WILL KITCHEN, jr. LTD. 
13) Fleet Street, EC 4 Central 1960 
Head Office LUTON Phone 5050 


Advertisement Manager Claude W. Gilder 


Invisible Horses in 
Thrilling Race 


My neighbour at the Test Match 
was an Australian bookmaker. We 
talked of this and that while they 
shoo'ed the sparrows off the pitch, 
and finally got round to radio. 


“We've a fictitious radio family,’ 
he said, ‘‘from the old book, ‘Dad 
on the Selection’. One of the 
serials was about the local race 
meeting, and the whole Australian 
nation was so worked up about it 
that before the climax arrived 
people were betting like mad on 
the result. In fact | made a book 
onit.”’ 


Shrewd people, of course, only bet 
on certainties. National advertisers 
who have been with us practically 
since the first issue in May 1947 of 
“Childhood''’,* say that it’s the 
best bet for any product for 
children, for expectant mothers, or 
for the whole family. 


Harold Lewis 


*To be called PARENTS from 
January Ist, 1954. 


AuA 


PARENTS 


149 Fieet Street, London, E.C.4 
Central 9951 2 


Current Advertising 


Birds Eye launch record scheme — 


for quick-frozen foods 


Birds Bye are launching the most 
extensive advertising campaign yet 
undertaken for quick-frozen foods 
with a half-page coupon advertise- 
ment on the inside back cover of 
Radio Times to-morrow (Friday) 
Readers can use the coupon to buy 
a 2s. 2d. packet of Birds Eye peas 
for Is. 6d 1 saving of &d. 

Eleven inch triple column adver 
tisements will appear in 287 metro- 
politan and provincial papers next 
week This is to be backed up 
throughout the next twelve months 
by & in. triple column spaces 

Over a period the company has 
built up a register of 100,000 
selected housewives throughout the 
country who are regular Birds EFy« 
users, and a “goodwill” postcard is 
being sent to them to arrive on the 
day the Radio Times is published 

Lintas Ltd. are the agents. 


Circulation drive 
in Neweastle 


As « sequel to their local circu- 
lation drive conducted in the 
Bournemouth Echo, the publishers 
of Childhood) Parents are to run a 
further scheme 

This will consist of large space 
publicity in the Newcastle Evening 
Chronicle im conjunction with a tie- 
up wih W. H. Smith & Son Lid.. 
other wholesalers and retail news- 
agents. This will be followed by a 
similar campaign in Edinburgh and 
Leeds. The advertising is placed 
direct. 


First national ads. 
for Wheat Munchies 


First national advertising us break- 
ing this week for the new Quaker 
Oats cereal Wheat Munchies. 
Spearhead of the scheme was a full 
page in the Daily Mirror on Tues- 
day. Other large spaces have been 
hooked in national daily newspapers 
and women’s magazines. 

Since the spring the product has 
been test marketed in York, 
Southampton and Exeter. Erwin 
Wasey & Co., Ltd. are the agents. 


Provincial ads. for 
new Revlon lines 


Heavy advertising in a wide range 
of provincial newspapers covering 
the British Isles is being launched 
to introduce two new Revlon 
products Moon Drops face cream 
and White Sable cleansing cream. 

The agents arc MeCann-Erickson 
itd. 


Half-pages taken 
as sugar freed 


To mark the ending of sugar 
rationing, Joseph Lingford & Son 
Lid., of Bishop Auckland, took half 
pages in northern daily newspapers 
on Monday for their Lingfords 
baking powder The agents are 
Holman Advertising Ltd. 

W. & M. Pumphrey Ltd. also took 
space im national newspapers on 
Monday for their Bridal icing sugar, 
Banquet caster sugar and Easy icing 
sugar. Stowe & Bowden Ltd. (Man 
chester) are the agents. 

@ MORE “CURRENT ADVER.- 
TISING™ ON PAGE 69, 


Thawpit Ltd. are launching a new 


OcrosBer 1, 1953 


Ford's biggest 
campaign 


scheme to launch 
Angha and Prefect 
pages and other large 
being taken in a wide range 
national and provincial newspapers 


models. 


A new detergent 


periodicals and class 


powder detergemt, Thaw. It is being are the agents. 
marketed only through Woolworths On Tuesday Ford entertained S00 
and sells at Is. 6d. a packet. No dealers to lunch at Grosvenor 


agents have been appointed. No 
advertising plans have been made. 


House. 
press reception for 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Jacqmar Ltd., to Legget Nicholson & Partners Ltd., from 
December |, Washington Chemical Co., Ltd., and Newalls 
Insulation Co., Ltd... to Doig Advertising Ltd. (Newcastle) 
(trade and technical journals and business papers) 


NEW ACCOUNTS: 


Smiths Dock Co., Ltd. (shipping and shipbuilding journals) 
and K.X. Lamps Ltd. (national press), for Rooster Publicity 
Ltd.. Carvale Mail Order Co., makers of coai bunkers and steel 
clothes posts, and Maurice (Colindale) Ltd., mail order skirts, 
for New Era Advertising Ltd.; Fry’s Metal Foundries, solder 
division, for Commercial Advertising Service who now handle 
complete Fry's Metal Foundries account having acted for the 
type metal division since 1951; Compactum Ltd., makers of 
fitted wardrobes, built-in furniture and office partitioning. for 
S. T. Garland Advertising Ltd. (architectural and building trade 
press); Robert Harlow & Son Ltd., engineers and valve 
designers, for Crane-Wood Ltd. (Manchester); Cow and Gate 
cream, for Clifford Bloxham & Partners Ltd. (Radio Times): 
Sleepy Valley (Bedding) Ltd., mattresses and divans, for C. P. 
Waketield Ltd., Fred Corby Ltd., makers of Memox brand 
leather, for R. S. Caplin Ltd.; Hermes Machine Tool Co., Ltd., 
for Rathbone Publicity Ltd.; Macpherson, Train & Co., Ltd., 
makers of canned fruits, meats and preserves, for Press & 
General Publicity Service Ltd. 


NEW CAMPAIGNS: 


Kilkof (C. P. Wakefield Ltd.), national and provincial news- 
papers, magazines and trade press; Dunlop hot water bottles 
(C. &. Higham Ltd.), national newspapers, class magazines and 
trade press: Twentieth Century-Fox Film Co., Ltd. (Allardyce 
Palmer Lid.), national press and posters; Yates Wine Lodges 
(Alfred Bates & Son Ltd. (Manchester) ), provincial newspapers; 
Hotpoint cleaners (C. J. Lytle (Advertising) Ltd.), provincial 
press, women’s magazines and trade press; Simplex Electric 
Co., Ltd. (Stuart Advertising Ltd.), local papers in Merseyside. 
Sussex, Surrey, and Kent; Peak Frean Twiglets biscuits (London 
Press Exchange Ltd.), national newspapers, magazines and 
trade press; Castle firelighters (Nevin D. Hirst Advertising 
Ltd.), national daily and Sunday newspapers and trade press; 
Swift canned meats (EF. W. Barney Ltd.), women’s magazines 
and trade press; Halex brushes (fF. C. Pritchard Wood & 
Partners Ltd.). Christmas campaign in weekly magazines and 
trade press; Radiac shirts (S. T. Garland Advertising Ltd.), 
provincial newspapers, Radio Times and trade press: Blue 
Orchid perfumes (Napper, Stinton, Woolley Ltd.), national daily 
newspapers, women’s magazines and trade press; Toni home 
perm (Foote, Cone & Belding Ltd.), national newspapers, 
magazines and trade press; Prom home perm refill (S. H. 
Benson Ltd.), national newspapers, magazines and trade press; 
Lingfords baking powder (Holman Advertising Ltd.), half-pages 
in northern daily newspapers; W. & M. Pumphrey Ltd.. sugar 
(Stowe & Bowden Ltd. (Newcastle) ), national press; Quaker 
Wheat Munchies (Erwin Wasey & Co., Ltd.), national news- 
papers and women’s magazines, Colgate Shaving soap and 
cream competition (Clifford Bloxham & Partners Ltd.), national 
daily newspapers and Radio Times, Revlon Moon Drops and 
White Sable (McC ann-Erickson Advertising Ltd.), large spaces 
in’ provincial newspapers, Butlin’s (C. J. Lytle (Advertising) 
Ltd.), Radio Luxembourg: Beecham’s pills and powders (G. S 
Royds Ltd.), Radio Luxembourg, Port (London Press Exchange 
Ltd.) national daily newspapers; Fords (Rumble, Crowther & 
Nicholas Ltd.) large spaces national dailies and Sundays, pro- 
vincials, London evenings, periodicals and class magazines. 


Fords are using a record advertis- 
their new 
Hall- 


spaces are 


national Sundays, London evenings, 
Magazines 


Rumble, Crowther & Nicholas Ltd. 


In the evening there was a 
300 journalists. 
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Fccts and figures 
about FF 
ocreenl 4% 


Advertising 4° 


os BB. fF \ 


in Wales © 


Ko 


CINEMAS: In Wales, Theatre Publicity can give compre- 
hensive coverage for a filmlet campaign in 165 cinemas, of 


which 16 are in the Odeon Gaumont circuit. 


SHOWINGS: The average number of admissions 
per week in these cinemas ts 739,500, representing 
28°,, of the total population in the area. 
COST: Acampaign for 6 months in 


all of the 165 cinemas would cost 
£1,938 for filmlet exhibition on 


CARMARTHEN 


an alternate week basis, aad would 


give a total number of impacts just 
short of 9,614,000. 
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“sed On reprints in 


Mandard r¢ gions 
If vou are 


This is a specimen of the way in which screen advertising 
can be used for a regional filmlet campaign. Whether 
you are interested in a campaign to give national, 
regional or local coverage, you can rely on the co- 
operation and advice of Theatre Publicity’s creative and 
distribution staffs to ensure top-flight production and 
exhibition. 


a 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


ACOMPANY WITHIN THE j|.ARTHUR RANK ORGANISATION 


SALES & PRODUCTION FILM HOUSE, WARDOUR STREET, LONDON, W1 (GER 9292) 
NATIONAL FILMLET DISTRIBUTION DEPARTMENT © LEICESTER SQUARE THEATRE - LEICESTER SQUARE - LONDON - WC2 - TRA 2955/6 
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ADVERTISER'S WEEKLY 


MORE CURRENT ADVERTISING 


Hotpoint link with 
carpet oromotion 


Hotpoint are tinking part of their 
advertising for the launching of a 
new cleaner with the British Carpets 
Promotion Council, Advertising in 
the provincial press and Picture 
Post is using the slogan: “Buy a 
Hotpoint cleaner -protect your car- 
pet.’ The copy tells of the advan- 
tages of using a Hotpoint model for 
carpet cleaning. 

Other ads. are appearing in a 
wide range of women's magazines 
and the trade press. The agents are 
(. J. Lytle (Advertising) Ltd. 


’ 
Spot the stars 
Colgate-Palmolive-Pect Ltd. are 
launching a £3,000 “Spot the Stars” 
shaving competition with heavy 
national advertising. Prizes include 
a Ford Zephyr 6, a Ford Consul, a 
Marconiphone 14 in. table TV set 
and 250 consolation prizes of Ever 
Ready razor sets with Corrux blades 
and Colgate shaving cream. 
Competitors have to name eight 
stars whose faces are masked by a 
heavy lather of Colgate shaving 
cream. Clifford Bloxham & Partners 
Ltd. are the agents. Large spaces 
are being used in national daily 
newspapers and Radio Times. 


Butlin starts on 
Luxembourg 


Butlin’s are to use Radio Luxem- 
bourg for the first time. A new 
weekly programme for young people 
will start on Friday, October 9. A 
quarter-hour spot, the programme 
will be known as the “Beaver Club” 
imroduced by “Uncle” Eric Win- 
stone the dance band leader who 
plays at Butlin’s holiday camps. The 
agents are C. J. Lytle (Advertising) 
Ltd. 


In’ maser! 
ts a teaser: 

A teaser campaign in the national 
press will break soon for Twentieth 
Century-Fox Film Co., Ltd, to 
launch the first film in CinemaScope 

“The Robe.” 

addition, the agents, Allardyce 
Palmer Ltd., will run an outdoor 
publicity campaign, which will in- 
clude large illuminated solus_ sites 
in the West-Fnd and its main ap- 
proaches. There will be a large 
display of quad crown posters on 
Underground stations and British 
Railways suburban stations, <A 3- 
dimensional display at an Oxford 
Street site adjacent to Oxford Circus 
has also been arranged. 


Golfers at Harrogate included 
(left to right) Frank Coulson, 
Harold Fish, W. H. Hamp- 
Hamilton, A. Marrion, Harold 


Cave and Dick Simmons. 


Mrs. A. Marrion, of Leicester, first 
woman to take part in the inter- 
advertising clubs’ golf match. 


ADVERTISING 
DIARY 


Monday, October 5. 

Pusuicrry Crus oF Lonpon 
Frank Owen on “The treads in the 
national newspaper press, today and 
tomorrow.”” Waldorf Hotel 

OpuaMs Press GoLrinG Socrery, ¢ 
Autumn Meeting. Royal Mid-Surrey $ 
Ga.c 


Peete ewe eeeeeeeee 


Pusticrry Cius OF NORWICH AND 
Norrouk, J. B. Fitzpatrick on 
“Advertising filmicts."” Castle Hotel, 
Norwich, 7.30 p.m 

Baistow anp West Pusticrry 
(ius. J. K. Bromhead on “3D and 
all that.” Carwardines restaurant. 
Baldwin Street. 1 p.m 

Tuesday, October 6. 

REGENT ADVERTISING CLUB, Robb 
Holland on “Direct Mail.’ (Edu- 
cational lecture.) 

Berrish ASSOCIATION OF INDUS-.« 
TRiAL «Eprrors lunch. Tudor Jen-$ 
kins on “It's gossip they want to; 
hear.”” Shaftesbury Hotel. 1 p.m. + 

Disptay Propucers AND Screen? 
Painters’ Association (Northern $ 
branch). C. C. Stewart and C. W.; 
Job on “The use of nitrocellulose - 
in the screen printing trade.” Old? 
Nag’s Head Hotel, Manchester, 7.: 

Wednesday, October 7. 3 

InstiruTe OF Pustic RELATIONS. « 
W. B_ Shears on “Industrial His-: 
tories." Shaftesbury Hotel. 1 p.m.: 

ApVerRtising CLUB OF OXPORD + 
Howard Wadman on “Not every: 
picture tells a story."’ City Restau-; 
rant. 6.40 p.m : 

Toursday, October 8. . 

Makket Researcn Society lunch, ¢ 
H. A. R. Binney on “British stan-$ 
dards and the consumer.” Chez; 
Auguste lpm 

Friday, October 9. 

INCORPORATED SALES MANAGERS’ $ 
Association (Dublin branch). Leslie : 
Luke on “Goodwill—a neglected - 
assect,”* : 
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Leicester win 
golf tourney 


The Publicity Club of Leicester 
beat five other clubs to win the 
Leicester Mail Trophy in the inter- 
advertising clubs’ competition at 
Harrogate. The other clubs were: 
the Fleet Street Column Club, and 
the Publicity Clubs of Leeds, Brad- 
ford, Shefficld and Glasgow. 

The trophy- was won by the 
Leicester Club with an aggregate 
score of 1 up. The replicas were 
won by Mr. and Mrs. A. Marrion 
(3 up against bogey). The runner- 
up prize, presented by Col. 
Batchelor, was won by J. Bowden 
and A. J. Gill, of Leeds Club (1 up 
against bogey). Special prize for in- 
dependent play, presented by Dunlop 
Sports Club, was won by H. Lomas. 
The prize for ladies, presented by 
Mr. Hamp-Hamilton, went to Mrs. 
A. Marrion, the only woman com- 
petitor. A 16-aside match between 
Conference delegates and Harrogate 
Golf Club was won by Harrogate 
by six matches to two. 


Solus Club’s first 


post-war meeting 


The first golf meeting of the 
Solus Club since before the war was 
held last Thursday at the R.A.C. 
Country Club, Woodcote Park, 
Epsom, when the Roy Clark 
Trophy was competed for. 

In the morning there was a medal 
round and the winner of the Roy 
Clark cup and its replica was A. N. 
Hunter with a score of 75 net, the 
runner-up being A. W. Burnett with 
77 net. Winner of the best first nine 
holes was H. W. Yoxall and the 
hest last nine Kenneth Horne, the 
president. 

In the afternoon members com- 
peted in a foursome Stapleford com- 
petition for prizes presented by 
Kenneth Horne. These were won 
by J. M. Beable and A. N. Hunter, 
the runners-up Hubert Oughton and 
I. J. Penrice receiving a prize given 
by Andrew Milne. 

In the putting competition held at 
the end of the afternoon for a prize 
presented by Hubert Oughton, the 
winner was A. W. Burnett. Finally, 
non-prize-winners were given 
consolation prizes presented by 

N. Hunter. These were H. R. 
Martin, R. A. F. Williams and 
Andrew Milne. 

After dinner at the’ R.A.C. 
Country Club, the annual general 
meeting was held, presided over by 
Kenneth Horne, when Anthony N. 
Hunter was elected president for 
1954 and R. A. Loader honorary 
treasurer. W. H. Lynas was re- 
elected honorary secretary. 


IIPA autumn 


meeting 


The LI.P.A. Golf Circle held its 
autumn meeting for Fellows and 
Associates at Addington last week. 
Results: Morning Medal Round, 
H. E. K. Sawtell and G. P. Jackson 
(tie); H. E. K. Sawtell won the 
L. O. Johnson Trophy for best net 
score. Afternoon foursomes: D. J. 
Ferguson and F. L. Yule, and J. E. 
Harrison and H. E. K. Sawtell (tic); 
G. P. Jackson won the Lionel Jack- 
son Cup for best aggregate score at 
spring and autumn meetings. 

H. E. K. Sawtell was elected cap- 
tain for the ensuing year. 


Octoser 1, 1953 


This cup and replica have been pre- 

sented by Cliffe Glover for the 

Glover Knockout Competition to 

be played at the Fleet Street Column 

Club's Captain’s Day on October 

15. H. Dawson-Salmon is present- 
ing a runner-up prize. 


ws, . 
FSCC Captain’s 
Day: New trophy 
Judging from entries so far re- 
ceived, a record number of players 
will be competing in the Captain’s 
Day of the Fleet Strect Column 
Club Golf Circle at the Royal 
Wimbledon golf club on Thursday, 

October 15. 

The day will be additionally ex- 
citing because the morning round 
for the Captain's Prize will also in- 
clude the final of the Knockout 
Competition for the Glover Cup. 
The finalists will drive off late in 
order that other players can finish 
their morning round in time to 
watch the last few holes of the 
final. 

The annual general meeting and 
the annual supper will take place 
at the Royal Wimbledon club in 
the evening. 


Poppinjays meet 
at Laleham 


The autumn meeting of the 
Poppinjays Golfing Society was held 
at Laleham-on-Thames golf club on 
Saturday. 

Results: Morning round, medal 
for the Helen O’Poppins trophy, 1 
Frank Rushton 74—7=67; 2 Rai- 
ment Cup for the lowest score 
handicaps 18 and over’ Leo 
O'Farrell 87—18=69., 

Founder Poppinjay cup:  B. 
Mulcahy 97—24=73. 

Six hidden holes: 
(1 handicap). 

Afternoon round: 
Bogey 1, 


Ronald Jones 


Foursomes v. 
Barlow-Lawson (12), 
Major H. Cromer, U.S.A. (10) 1 
up; 2, J. W. Burgess (6), R. R. 
Richardson (18) 1 down. 

Additional prizes were presented 
by V. Gardner, of the Benjamin 
Electric Co., and W. Gale. 


Amalgamated and 


Newnes all square 

The Newnes Golfing Society 
were hosts to the Amalgamated 
Press when an_ inter-company 
foursomes was played at Letch- 
worth. The result was al! square, 
each side winning five matches. 
The opposing captains were Sir 
James Waterlow, director, Amal- 
gamated Press, and H. C. Tingay, 
managing director of Newnes. Sir 
Frank Newnes, who was present for 
lunch, welcomed the visitors. 
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FURTHER 
HERE’S/PROOF 


In his report to Rhyl Council, Mr. Frank Bottom, Rhyl’s 
publicity manager, number of replies received 
m advertising in the N RONICLE was so high that 

lower than for any other 


fro 
ge cost pe 


the percenta 
national newspaper. 
The NEWS CHRONICLE “HOLIDAY FANE 
also the most productive advertising medium apart from the 
the cost pet reply working out at the low sum of 71d. 


r reply was 


press, 


in the NEWS CHRONICLE 


sive the best results 


that 
HOLIDAY ADVERTISEMENTS | 
Fe 


ADVERTISER'S WEEKLY 


required 


ing Silkscreen. Own excellent 


62 


RATES: APPOINTMENTS VACANT, 4s. 64. per line, 408. per display panel inch. 


APPOINTMENTS WANTED, 43s. per tine, 35s. per display panel inch. All other 

LONDON classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 

charge, one line plus 9d. covering postage, etc. Series rates on application: all 

REPRESENTATIVE advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly.” 


180 Fleet Street. London, £.C.4 CHAncery 8844 (Fe 25) 


for Northern firm of Pub- APPOINTMENTS VACANT ’ 


= Situations Vacant: “The engagement of persons answering these advertisements mast 
licity- minded Printers and be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Display Specialists producing Axency if the applicant ts a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
work by all processes, includ- unless he or she, or the employment, is excepted from the provisions of the 


Notification of Vacancies Order 1952." 


Studio. 


Replies in strictes. confidence. 


Box 5644 
Advertiser's Weekly 140 Fleet St EC4 


sory manufacturer situated 
in West London. Experience of lin 
drawing and a good standard of letter 


alary required 


Box S641 Ad) Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


required 


aged about 25-30 for Series of Weekly 
newspapers South of London 


Conmmcni awist aay || ASSISTANT TO PRINT BUYER 


ing essential Write giving details and This is an excellent opportunity that calls for some 


GENERAL MANAGER, McCANN-ERICKSON ADVERTISING LTD. 


McCANN -ERICKSON 


REQUIRE A FIRST CLASS 


previous experience. 


Write with full details to: 


BRETTENHAM HOUSE, LANCASTER PLACE, W.C.2 


Qualifications: Drive, initiative, good — 
selling record, good education and PRESS RELATIONS OFFICER RE- REPRESENTATIVE, experienced. wanted 
appearance QUIRED. The successful applicant will | by = ¢ tablished printing =company, 
Letters only in first instance giving full be a man in the mid-thirties with some | WC, for London Area. Existing ac- 
4 particulars to years experience in this” specialised counts, excellent prospects 
ficld. He will have established contacts Box 8645 Ad. Weekly 180 Fleet St EC4 
Advertisement Manager, in at least one major section of the | 
CROYDON TIMES, Pres either technical or women's 


concis Engl 


j SPACE SALESMAN, An old-cstablished 


journals being equally advantageou v . N 
104, High Street, Croydon, Surrey. He will have the ability to write clear, POIN r-OF -SALE 
ish, with a strongly 


ne Se! ‘ ™~ 
developed news sense. He may well DESIG 
engineering monthly requires an expert have 


had sub-editing experience in the 


enced space salesman under forty-five magazine or newspaper field. This is We are looking for a young designer 
Must be willing to travel and able to & progressive position with a= rapidly with experience of display design who 
drive The opportunities are con-ider expanding Agency, and ws pensionabk vas developed a style and wishes to 
able and the field interesting. Salary Write fully stating age, expericnce and ialise in this field. Must be able 
according to experimen and record salary required to do fairly quick visuals and well- 
Box S650 Ad Weekly 180 Fleet St bC4 | Box 6646 Ad) Weekly 180 Fleet St EC4 finished roughs. Must be able to 


WOMAN 
COPYWRITE 


required by 


draw Telephone tor appointment to 
LEON GOODMAN DISPLAYS 


LID. 
EUSTON S351, extension 17 


1OP-FLIGHT SALESMAN. Exhibition 
and Display Contractors require ex 
perienced salesman, capable of intro 
ducing new business intially Agency 
trained contact man may suit Good 
salary and commission based on results 

Apply with fullest details 
Box 5629 Ad. Weekly 180 F (Stk 4 
TECHNICAL COPYWRITER, age about 


with engineering training and ad- 


LEADING WEST END AGENCY quired for large North London _en- 


ginecers Able to independently collect, 
sift and write up copy for technical 


press advertising, catalogues, ete., afte 
This is a responsible and interesting position Sneataen. Uatatedin of tame 
. and production necessary. S-day weck 
which calls for a woman of exceptional talents Pension scheme. Please write stating 
! ae experience education and salary 

; and experience. She will be asked to assume required to 


number of very large national 


a large measure of creative leadership on a 


: . MANAGING DIRECTOR 
covering a variety of foodstuffs and toilet 


preparations. bby ye Fa - FO A 

| display advertising. He should there 
Practical experience in these fields — particu- io a ae coke 
larly that of domestic cookery — is therefore + 0 toad Ge teettice dak taaiiene oun 
essential. Letters will be treated in strict 6 Pr 


Box 55436 Ad. Weckly 180 Flect St EC4 


accounts ASSISTANT to 


required by well-established West 


| a man seckinge wider scope for his 


* j | abilities, and who is anxious to “get 
confidence if marked on” in ebvert sing Age ‘cathy thirties 
not younger 
| Write in first instance, with full de- 
A IRECTOR | tills of experience. ctc to “MD,” 
MANAGING DIRE Sen: nae 
4 | Advertiser's Weekly 180 Fleet St EC4 
7 Box 5660 
, | nm spoke 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 SS ee ae Se 


| Contractors have vacancy for DE- 

SIGNER VISUALISER able to produce 
| quick practical designs and = follow 
| through to working drawings Exper 
noe essential. Give fullest details to 
Box S640 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


Octoper 1, 1953 


COMMENT CLASSIFIED ADVERTISEMENTS [iMRI 


OSBORNE - PEACOCK 


require a 


TYPOGRAPHER 


with considerable experience 
in press advertisement typo- 
graphy and adaptations. 


Given a rough and_ finished 
art work he should be able 
to produce clear and precise 
type markups. His knowledge 
of type and printing processes 
should enable him to work in 
collaboration with our design- 
ers to produce outstanding tech- 
nically flawless advertisements 
and intelligent adaptations. 


Please write, giving details of 
experience, age, salary re- 
quired, and when available for 
interview to the Art Director, 


OSBORNE -PEACOCK CO. LTD. 
26a Albemarle Street, W.! 


ARTIST required for preparation of Tech- 
nical Line Drawings. Call with speci- 
mens at Personne! Department, Gestet- 

| - . Ltd, Broad Lane, Tottenham, 
N.1 

| AN ADVERTISEMENT REPRESENTA- 

| TIVE with a knowledge of British in 

dustry required by specialised journal 


for a position with possibilities for the 
future A man of outstanding re- 


source and ability will be adequately 
remunerated. Write to 
Box S571 Ad. Weekly 180 Fleet St EC4 


Progressive established Com- 

pany in the Provinces manu- 

facturing Agricultural products 
requires 


ADVERTISING 
MANAGER 


with ideas, capable of producing 
layouts, leaflets, etc. Some 
knowledge of farm life and 
photography preferred. 

Good permanent position for 
for the right man in a first-class 
organisation. When applying 
please state age, experience and 
salary required, which will be 
treated in strictest confidence. 


Box 5599 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY EXHIBITION STUDIO. 
Wanted: Young lady, for general as- 
sistance in above work, must have 
experience in display and exhibition 
Large comfortabic studio No Satur- 
days. Ring Chief Designer for appoint- 
ment, ARC 1178 Replicards Ltd, 
London. N.19 

AYOUT MAN wanted by leading Leeds 
Agency. Job offers good deal of scope 
to the right man who must be e.- 
Pericnced in most branches of adver- 
tising design, and have a sound know!- 
edge of typography Reply giving bricf 
outline of career to date, details of 
work to which you are accustomed, and 
salary required. Send no specimens in 
first instance) Temporary accommoda- 
tion found. Reply 

Box $592 Ad. Weckly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


TREADING NATIONAL ADVERTISER 
secks rehable assistant for Advertising 
Department in London. Successful ap 
Plicamt will possess sound  practica 
knowledge of layout and printing pro 
cesses which will be applied to the 
design and production Sales and 
Advertising lit ture ty to pr 
duc rough layouts t presentation 
Standard an advantag Full partic u 
ars, age and present salary 
Box $647 Ad. Weekly ts0 Fleet St BCS 


CAN YOU : 
VISUALISE 
WORKING IN 
BERKSHIRE 


There are vacancies in 
the studios of an 

old established and 

still progressive 

Agency in Reading. 

° 

A Visualiser who can 
work from scratch 

in direct contact with 
Accounts Executives. 
= 

A Finished Artist 
to work from Visuals 
and *‘Verbal Layouts.”’ 


Reply in the first instance 
giving details of experience, 
age and salary required to 


Art Director 


GRANTHAMS of READING 


Valpy Street, Reading, Berks. 


EVERETIS ADVERTISING 
Junior Shorthand Typist to 
Account Executive gg giving 
details, age, expenence tc to 
EAOl2, 10 Hertford Street, Wil 

& YOUNG LADY of good education 
required by the Publicity Department 
a large firm of agricultural engineers 
near Upminster, Essex. She will have 
he opportunity of developing her 

in commercial art, but will also 

required take a comsidcrable 
share in routine such 4s maintaining 
photograph library filing and 
general office work. Some experience in 
advertising = and or commercial art 
would be an advantage, but a school- 
leaver might be suitab Write, giving 
full details, including age and salary 
required, to 
Box 5635 Ad 


require 
assist 
full 
JON 


Weekly 180 Fieet St EC4 


POSTERS 


OUTDOOR 
REPRESENTATIVES 
REQUIRED 


A leading Advertising Agency 
with headquarters in LONDON 
has vacancies for three young 
men trainee  imspector 

buyers Car 


as 
of poster 
provided, pension scheme 


sites 


Please write giving age, experi- 
ence (including car driving) 
and salary required to 
Personnel Secretary, 


Box 568! 
Advertiser's Weekly 180 Fleet St EC4 


63 


° 
Your Opportunity 
i} . 
This is a Key position in the Advertising Sales Depart 
ment of a large Orgamsation manufacturing industrial 
equipment, and calls for a keen young man age 25-30 o! 
good education, preferably techmcal. He will be trained 
for an important executive post dealing with the conce; 
ven and weiting of techmecal publications. Ther 
unlimited opportunity. The position will carry excellen 
remuneration The successful applicant will be working 
closely with the Managing Director and the Advertisin 
Manager in a cordial atmosphere. There ts a contributory 
pension scheme available. Please write fully to 
Box 5680, Advertiser's Weekly, 180 Fleet Street, £.C.4 ' 
ASSISTANT TO ADVERTISING | HIGH STANDARD  creany cttering 
MANAGER. Important Company wita | artist wanted Not less than twc 
the best of connections and a develop guincas a week and no top lmuit t 
ing turnove requir an Assistant tor real ability H. & Dix ltd 1 
ther Advertsing Manager Young man Great Newport Street. WC 2 
Mf 25-30 with some Agency or other | EXPERIENCED ARTISTS (female) 1 
xpericn ! a pleasing manne good | quired tor large North London tirm 
backer nd and inquisitive intelligence Must have sound knowledge of lin 
Write ving full particulars (4 phote drawing for catalogue work ad 
would h p) to Box N. 641 © » Streets general advertising. Reply giving ax 
110 Old Broad Street, FE C2 experience, and salary required, to 
LAYOUT ARTIST regurcd Ability t Box 5591 Ad. Weckly 180 Fleet St bC4 
produce layouts an appreciation | 
vf technical advertising an advantage 7 ar ha 
Give details of experience and state ( ATALOGL k 
alary required in writing to Rooster es f 
Publicity Ltd, Braemar House, Mano PRODUC TION 
Road, Teddington 
TECHNICAL «= ARTIST = REQUIRED MANAGER 
London Arca Experienced in th 
handling of the Airbrush in both halt Large London retailer t 
ton and Jour for reproduction Manager tor Catalogu Prod 
Highest salary Write Applicants who have hag recent ant 
Box 465% Ad Weekly 180 Fleet St EC4 extensive practical experience 1 all 
aspects of the work involved ik 
ipply, giving age. details of all pr 
yeu Apericm to 
| A LARGE nous experienc 
INTERNATIONAL ea gt 
Advertiser's Weekly 180 Fleet St EC4 


requires 
Two Assistant 


Account 
Executives 


whose 
be 

had 
agency 


20-25, 
should 
have 


Applicants, aged 
Service 
should 
approximately 2 
training according to 
ability Write, 
giving details of experience and 
salary required, 


National 
completed 
years 
Salary 
and experience 


to 


Box 5679 
Advertiser's Weekly 180 Fleet St EC4 


| LARGE INDUSTRIAL ORGANISA- 
TION with Head Offices in central Lon 


don requires the services of an assistant 


in their Publicity Department Candi 

dates must possess good writing ability 
and have ractical experience of pre 

paring Trad Journals or Technical 
House Magazines. A good salary and 
prospects are offered to the successful 
candidate Age limit 35 Wr giving 
broad details of experience to date, 
together with present salary to x 
(A OKSS) AC 2629 K. Adva 212 

Shaftesbury Avenuc. London, W.C 2 


Agency has vacancy for 
YOUNG GENERAL ARTIST 
Must be capable of good finished 
lettering and layout, with knowledge 
of Typography Studio experience 

essential 

Phone GROsvenor 3708 for appointment 

Modern Advertising Service Ltd. 
5, Carlos Place, London, W.! 


OU ALIFIED 
Progressis< 
Box £590 


Inside 
i ao. 


Weekly 


Contact Man 
Engravers 
180 Fleet St BC4 


for 


Ad 


A JL SCOR SH RINIAND TVPtsi 


quired by The Schoolmast: ind 
Woman leachers Chronicle, n 
House, Hastings Street Weil 
Pleasant conditions, good pros; nd 
all ftaciinu Write to The Monae 
stating aperience are and indicat 
salary 
GOOD ALL-ROUND ARTIST round 
salary £414 per week. Write giving ck 
tails 
8 614 Ad Weekly 180 Fleet St £C4 
ESTABLISHED FIRM OF RE ay ut with 
< fe 1 efficient organisati pre 
ducing photograp enlargement 
aheed showcards, silk screen ne wn 
dow units embraane 4a much 
appre ryvice for Advertise md 
Agen an utsick n | 
ta.ive in the London area t nak | 
new contacts. Salary and com | 
will t paid to the man who wi 
nise and xploit this xe ent " 
tunity 
Box 5639 Ad) Weekly 180 Fleet St b4 


REPRESENTATIVE 
REQUIRED 


Young man of proved ability 
wanted for London Sales Office 
of leading provincial Display, 
Screen-Printing and Exhibition 
Contractors. Exceptional 
opportunity. Write, giving 
fullest details of selling exper- 


ience and career to date, to 


PRIESTLEY STUDIOS LIMITED 


9 BUCKINGHAM STREET, LONDON, W C2 
' 
COPYWRITER is required by a Sout " 
Department Store S0 miles radi ! 
don. Preference will be given t& keen 
nd intelligent person >} t with 
gencral store merchandise ‘ wend 
augem experience and the at t 
produc rough layout Reply 
fiden giving details of ext 
ax 8 eT eee to the ID 1 
Box 6652, Ad Weekly 180 Bleet 104 


*Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


vi nie ~y > ATIONS 
requires a rsonal 
i ' 


CONSULTANT 
Assistant Secretar, 


Experienced 


Copy Detail 
Man 


required by 


COLMAN, PRENTIS AND 
VARLEY LTD. 


Please write giving 
details of past experience 
to 
Staff Director 


COLMAN, PRENTIS AND VARLEY LTD. 
34 Grosvenor Street, London, W.1. 


ASSISTANT 1m ADVERTISEMENT 
MANAGER, Por Natwnal and Local 
Publication Ant amt) should) = have 
good sales record: prepared to travel 
Crowd tary and GOMMission 
Box S6°6 Ad) Weekly 180 Plect St bC4 

‘ ove ROTAL ARTISTS REOUIRED 

well-known mpany inp Welwyn 
Garden City, Herts od) all-round 
x ' nee it ally letter 
fouchin r 4 here 5 
fa week, eh \ Particuloms 
oft apert quired tne 
specimen n me) 
Box S654 Ad IK Fleet St BCS 


CARLTON ARTISTS REQUIRE 


YOUNG 
EXECUTIVE 


to assist the 
Studio 
view to filling 
that 


This vacancy provides 


Manager with a 


position, 


an excellent 


opportunity for the 


right man or woman. 
Write vivine details 
of experience and 


salary required to 


ART DIRECTOR 
CARLTON ARTISTS LTD. 


38 PORTMAN SQUARE 
LONDON, W.1I. 


ORDER Cees for Manufacturing 
Stationer im t ty bxperier pre 
ferred bat f training give Camecn 
“day weck ila ‘ fn to quali 
fiations Apply in own handwriting 
Box 5640 Ad Week 1K 1 ts C4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXECUTIVE FOR 
EXPORT ADVERTISING 
DEPARTMENT 


A Company 


engaged in wide- 


tion of 


employment, 


64 


is excepted from the provisions of the 


Vacancies Order 1952” 


pread export activities principally 


A FIRST CLASS REPRESENTATIVE REQUIRED 
for the London Area 


There ar 
commencing 
the right man 


prospects, and a good 


alary will be paid to 


Apply giving full details of 
experience and salary required, to 
Personne! Manager, 


Box 560! 


Letterpress Printing 


| 

in the pharmaceutical and toilet 
ficlds is secking an executive ofr | PRINTING 
potential executive about WW years | 
of auc 

Applicants should have a sound 
knowledge of advertwing, prefer 
ably in the export field, a knowl 
edge of languages and overseas 
markets, and agency experience 
would be an advantage 


The position calls for a man with outstanding selling ability, He 
must have a good knowledge of Photo Litho Offset and full Colour 
His experience should include live contacts 
with top level print buyers in London and Greater London 
A four-figure salary would be considered for the right man 
Please state fullest particulars, 
to Mr. L. E. Barrett, Director, PETTY & SONS LTD., WHITEHALL 
PRINTERIES, LEEDS, 12 


when replying, in confidence, 


Advertiser's Weekly 180 Fleet 6t EC4 


EDITORIAL ASSISTANT required by 

- publishers of Children’s books, Com- 

ASSISTANT ACOOUNT EXECUTIVE. petent make-up, subbing and general 
Progressive Agency requires young editorial practice Some writing ability 
man, with sound knowledge of Agency an advantage. Good prospects, pen 
detail work, to assist busy Account sions scheme, etc. Write Editor, Amex 
Executives. A possible opportunity for or Ltd, Finsbury Pavement, 


a young production man to widen his 
advertising = experienc: Salary in the 
region of £600 dependent on age and DON 
experience. Full details to 
Box 463% Ad. Weekly 180 Fleet St EC4 
JUNIOR ARTIST required for printers’ 
layout and adaptations. Good knowl- 
edge of typography and one = year's 
agency experience essential, Applicant 


experienced 


salary and 
Write in 


RETOUCHER REQUIRED IN 


LON- 


This appointment calls for fully 
man 
Team of tip top retouching artists. Good 
permanent 
confidence 

Box 5657 Ad. Weekly 180 Fleet St EC4 


join our Studio 


post available 


should be capable of producing slick 
client's layouts when necessary. Apply 
for interview to Studio Manager 
Stephens Advertising Service, 11, New 
Court, Lincoln's Inn, W.C2 
YOUNG WOMAN required as 
ing Assistant by 
Street group of magazine and book 
publishing companies. Varied and in- 
teresung work. Must be able to type, 
and some knowledge of printing terms 
would be helpful. S<lay week. Com 
mencing salary £6 10s. Particulars of 
age and experience in strict confidence, 
to 
Box 5674 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED VISUALISER AND 
LAYOUT ARTIST REQUIRED, with 
ability to produce finished roughs. This 
vacancy Occurs in large London Studio 
handling national accounts, Good Iet- 
tering an advantage Top salary 
offered. Write in confidence 
Box 5659 Ad. Weekly 180 fleet St EC4 
OPPORTUNITY OFFERED to young 


Advertis 
well-known = Fleet 


Highest 


FIRST CLASS 


FIGURE ARTIST 


urgently required 


To work either on staff 
or as free-lance 
quality work. 
Pleasant conditions. 


ART IN MARKETING LTD. 
102-105 Shoe Lane, E.C.4. 
Central 2526. 


inside. 


man with ability to design and produce 
advertising material and with knowledge 
of packaging. etc, by Manufacturers 
of Motor Cycle and Cycle Accessories, 
Pull details, including age and salary 
required, to 

Box 5648 Ad) Weckly 180 Fleet St BC4 


in Britain 
perience and 
requirements, 
literature 
details to 


INTERNATIONAL MAGAZINE opening 
requires representatives. Ex- 
ambition the two 
also 
an asset 


main 
a knowledge of 
Write giving full 


Box 5643 Ad. Weckly 180 Fleet St EC4 


REQUIRE FIRST CLASS 


AND 


APPLY TO 


329 HIGH HOLBORN, 


PHONE; HOLBORN 0481 


GILCHRIST STUDIOS 


LETTERING ° STILL LIFE 


RETOUCHING ARTISTS 


GILCHRIST STUDIOS LTD 
LONDON, W.C.I 


\ 


*Phone your Classifieds 


ASSISTANT (male) to Circulation Mana- 
ger of a London Trade and Technical 
Publishing house Salary £520 p.a 
plus, Staff aware of this vacancy. Write 
giving full particulars of experience, 
age, education and position held to 
Box 5669 Ad. Weckly 180 Fleet St BC4 

WEST END ADVERTISING AGENCY 
require an assistant in their Production 


Department with knowledge of Process 
work and Typography. Write giving 
details of age, experience and salary 
required, to Personnel Manager, 


Clifford Martin Lid, 33, Regent Street, 

S.W.1 

COPY WRITER with general 
experience required by Publicity 
Department of large manufacturing 
company, with offices in West End 
arg of typography an advantage 
Write giving details, experience, age 
and salary required, to 
Box 5664 Ad. Weekly 180 Ficet St EC4 

GOOD JUNIOR ARTIST wanted. Some 
Agency experience preferred Age 
about 20. Apply 
Box 5670 Ad. Weckly 180 Fleet St EC4 

VACANCY EXISTS for Commercial 
Artist/Advertisement Copy Writer in 
Retail Furnishing Organisation in the 
North of England. Part-time or full- 
time basis. Excellent opportunity for 
keen man. Age no bar. Write giving 
full details of experience and qualifi- 
cations to Mr. W. Ellis, ‘Marshall 
House,” 6th Avenue, Leigh, Lanes 

GENERAL ARTIST, expericnced, re- 
quired by West End Agency Good 
Standard in lettering and finished art 
work for reproduction in line and tone 


agency 


for press advertisements, etc., essential. 
Write, first instance, experience, age 
and salary, to Studio Manager, West 
End Advertising Agency Ltd, 1-9, 
Hills Place, Oxford Street, W.1 
GENERAL ARTIST (not figure) with 


ability for good lettering. Studio Corot, 
7 Noel Strect, W.1. GERrard 3758 

REPRESENTATIVE required by well- 
established process engravers to service 
existing accounts Some technical 
knowledge of the trade essential. Write 
giving full details of age, experience, 
etc., to 


Box 5677 Ad. Weckly 180 Fleet St BC4 


WRIGHT ARTS LTD. 
require 
FURTHER EXPERIENCED 
GENERAL ARTIST CAP- 
ABLE OF_ FIRST-CLASS 
WORK. 


Write or Phone 
Studio Manager, 

49 OLD BOND STREET, W.1. 
Tel: MAY 1940 


TRAVELLER required for London and 
Provinces for Outdoor Publicity Con- 
tractors and Sign Specialists. Magnet 
(Clapton) Ltd., 8 Sans Walk, London, 
EC 1. 


FREE LANCE, experienced Fashion 
Artist required. Used to producing first- 
class drawings in line and wash for 


reproduction in National 

for appointment to 

Box S671 Ad. Weekly 180 Fleet St EC4 
SECRETARY /ASSISTANT required by 

Associated Director of West End Ad- 


press. Write 


vertising Agency. Previous experience 
essential, S-day week Particulars of 
experience, age and approx. salary to 

Box 5649 Ad. Weekly 180 Fleet St EC4 


| 


Octroser 1, 1953 


CLASSIFIED ADVERTISEMENTS | 


Siteations Vacant: ‘“The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless he or she, a ~ 


LAYOUT. Artist required for established 
London Agency. ust be capable of 
producing high-class layouts for clients’ 
presentat on Previous agency experi- 
ence essential. Full particulars to 
Box 5632 Ad. Weckly 180 Fleet St EC4 

COPY DETAIL, experienced and ener- 
gctic man wanted. Write in first place 
to Sears & Nalson Ltd., 178 Charing 
Cross Road, London, 

DESIGNER. Exhibition Contractors re 
quire Designer with long experience. 
Permanent situation. F. Austen & 
Sons, 188, Blythe Road, W.14. SHE 

oan AY AND EXHIBITION Manager 
required to supervise production and 
control staff. North London area. Must 
be thoroughly experienced in_ all 
branches of the trade. Phone Tudor 
8381 

WANTED-—A General Artist. Able to do 
Lettering. Phone Walley Studios Ltd., 
Gerrard S508 for appointment. 

PRODUCTION ASSISTANT, experienced 
in copy detail, ordering and checking 
blocks and typesettings, required by 
W.E. Agency. ee dl a particulars 
including expected sala 
Box 5693 Ad. Weekly 180 ‘Fleet St EC4 


LONDON AGENCY 


(whose staff know of this advertisement) 


HAS VACANCIES, IN 


(a) STUDIO: Layout man, with a 
good knowledge of typography. He 
should be under 30 and have had 
several years’ sound agency experience 
on national press advertising; this can 
be his opportunity, working in a smail 
team, to develop his own creative 
ideas 


(b) TRAFFIC: A young man of 
method (age 20-23) who can keep 
track of, and chase through, a variety 
of creative and production work. 

Letters applying for either of these 
positions should give full details—age, 
experience, salary required--and be 
addressed to 


Box 563! 
Advertiser's Weekly 180 Fleet St EC4 


A WELL-ESTABLISHED monthly jour- 
nal which has rather settled down 
needs an alert advertisement manager. 
The right man will be able to sell, to 
plan ahead and to control selling staff. 
He must also have personal ambitions. 
if you fit these requirements, send full 
details of career to 
Bo: 5688 Ad. Weekly 180 Fleet St EC4 


Well-known London 
Agency wants two 


1. Age 4-38. Must be a first-class 
copy and ideas man, but must 
also have an all-round knowledge 
of advertising and be able to dis- 
cuss clients’ selling problems jn- 
telligently. 


2 Age 24-3. A Copywriter, He 
will be required to handle routine 
copy, tt will also be giveo 
plenty of opportunity of doing 
real creative work 

Both posts are progressive and will 

develop according to the needs of a 

raryidly growing business and the bent 

of the individual. Some travel may 
be involved. 

The Agency's staff know of this ad- 


vertisement. Replics will be treated 
in the strictest confidence by the 
M:naging Director. 


Box 5704 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVE re- 
quired by progressive weekly paper in 
East Anglia. Good prospects to the 


right man. — gives particulars of 
experience 
Box $651 Aa “Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 25) 
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Ocroser 1, 1953 


APPOINTMENTS VACANT 


PRODUCTION MAN with previous 
agency experience for London Agency 
to handle high<lass sales literature 
Must have sound knowledge of process 


Write fully stating 
required to 
180 Fleet St EC4 


work and type faces 
age, experience, salary 
Box 5643 Ad. Weekly 
ARTIST required for Agency Studio 
Must be first<lass man, preferably with 
at least ten years’ studio experience. 
Write in first instance giving age, Cx- 
perience, salary required, to 
Box 5634 Ad. Weekly 180 Flect St EC4 
ADVERTISING REPRESENTATIVES 
required to canvass for a monthly pub- 
heation with a big appeal to the 
Overseas Visitor, Commission and fares. 
Willing to travel. Send particulafs and 


references to 

Box 5478 Ad. Weekly 180 Fleet St BC4 
RETOUCHING ARTIST, TOP SALARY, 

5-DAY WEEK. 

Box S682 Ad, Weekly 180 Fiect St EC4 
WE ARE LOOKING for 4 young pro- 

duction man who has practical knowl- 

edge of block making, typesetting, 

foundry, etc.. and is keen on handling 

interesting colour work, feeding copy to 


the technical press, maintaining sche- 
dules, agency experience iS not very 
important Westminster are 

Box 5683 Ad. Weekly 180 be leet St EC4 


PRIVATE SECRETARY «5 required by 


Director of a large London Magazine 
Publishing Company Must be well 
educated, of good appearance and per 


sonality and competent shorthand-typist. 


Ability to answer correspondence and 
write letters on own initiative when 
necessary is casential S-day weck, 
superannuation scheme. Write in strict 


est confidence giving full details of age, 
experience and salary required to 
Box S685 Ad. Weekly 180 Fleet St EC4 
SPACE SALESMAN required The 
Bristol Printing & Publishing Co., Ltd., 
11 Small Street, Bristol 
A SENIOR SPACE REPRESENTATIVE 
is required by a well-known weekly 
publication Only men with a good 
sales record, expericnced in selling to 


National Advertisers and ambition to 
progress should apply for this post 
Interviews in the strictest confidence 


Box 5691 Ad. Weekly 180 Ficet St EC4 


DIRECT MAIL 
PUBLICITY 


First Class Representative wanted by 
old-established Postal Publicity organi- 
sation Also Production Manager. 
Good terms and exceptional opportu- 
nity. 


Box 
Advertiser's Weekly “4 Fleet 8t EC4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS. 


Secre- 


Private 


tarics, Clerks, etc. If you are in 
urgent need of staff, contact kmbassy 
Bureau Exce House Whitcombe 


| 
Strect, W.C.2. (WHltchall 5924), We 
specialise in efficient personne! 
ARTIST-RETOUCHER, Machine, Figure, 
Colourwork 25 years’ experience 
Free lance or staff 
Box 5654 Ad. Weekly 180 Fleet St BC4 
LETIERING AND LINE ARTIST, 10 
* experience high standard oft 
, seck new position in Advertising 
or Publicity Dept 
Box 5703 Ad. Weekly 180 Flect St EC4 
ADVERTISING ENECUTIVE, mainly 
creative, 20 years’ experience home and 
abroad, now disengaged, secks suitable 
post, preferably large Overseas organi 
sation 
Box $697 Ad. Weekly 
JUNIOR ACCOUNTS EXECUTIVE 
secks position jn Agency, Needs more 
clbow room to use Own initiative 
Box £491 Ad. Weekly 180 Flect St BC4 
SECRETARY/ASSISTANT to Advertis- 
ing Manager requires similar position 
preferably in West End Intermediate 
DAA Thorough knowledge of 
analyses statistics, records, etc. Work- 
ing knowledge of Rotaprint machine, 
practical and administrative. High 
shorthand/typing specds 
Box 5690 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT MANAGER of High 
(lass Trade Journal wishes to enter the 
National field. Would welcome oppor- 
tunity with leading publishers as Space 
Representative. Excelient selling record 
and g0od background in advertising 
Box 5695 Ad. Weekly 180 Ficet St BC4 
ENERGETIC YOUNG MAN, 21, 
National Service completed (with Com 
mission), having three years’ experience 
in well-known agencies, desires more 
responsibility in post such as Assistant 
Account Executive 


180 Fleet St BC4 


Box 5696 Ad. Weekly 


180 Fleet St EC4 


Ml 


CLASSIFIED ADVERTISEMENTS 


BUSINESS OPPORTUNITIES 


MAN, *§ years’ 
s change. Interested in 
possible future as account executive 

Box 5656 Ad Weekly 180 Fleet St EC4 


CRE ATIVE LAYOUT 
nce. sce 


To ADVERTISING 


MALE SHORTHAND TYPIST studying AGENTS 
tor D A secks post as Assistant with 
view - permanency on creative staff 


A rapidly expanding firm engaged in a 


atl « F 7 on 
Initiative and personality, specimens specialised field in che aircraft industry 


Box “612 Ad Weekly 180 Fleet St C4 


ASSISTANT ACCOUNTS EXECUTIVE is seeking the services of a versatile 
secks further experience in an Agency agency with copywriters capable of 
yo amy sidy = = ability is needed absorbing technical facts and producing 
Box 4500 Ad. Weekly 180 Fleet St BCS dignified but telling ideas divorced 

PHOTOGRAPHER, 9 wide Agency from the general run of copy currently 
Fashion and Magazin experience, featured in the advertisements of firms 
secks chang Capable of and willing 


in the aircraft and allied industries 
The account would be initially in the 
region of £2,500 p.a. Interested agencies 
are invited to write fully and in confi- 
dence to Box M/669, Strand House, 


to take charge 


Box S662 Ad. Weekly 180 Fleet St BC4 


DESIGNER 5.1.4. 


with wideand varied experience 


in Advertising and poster de- W.C.2. 

sign requires consultant 

position of three or four days COMMERCIAL PHOTOGRAPHIC 

per week STUDIO wishes to contact Commercial 
Box $473 Art Studio central London with view to 

* joining forces to mutual advantages 
Advertiser's Weekly lou Fleet St EC4 replies treated confidentially 
- Box 5621 Ad. Weekly 180 Fleet St EC4 
WANTED. A job where more than lip 


service is paid to initiative, by Assistant PHOTOGRAPHER who wants to begin 

Accounts Executive, 26. Public School busincss and take premises in the 

and University. Knowledge of media HOLBORN area at reasonable rent 

and) production some experience ol certam amount of work given contact 

copywriting and client contact work Forum Art Service Lid, 10-12 Bury 

Present employment, smali Registered Place, W.C.1 

Agency 

Box S661 Ad. Weekly 180 Fleet St hC4 | YOUNG COMMERCIAL PHOTO. 
KEEN LETTERING ARTIST. Art GRAPHER with own cameras and 

School background tip-top Agency equipment is offered Studio off Picca 


dilly Existing sales organisation. Ex 
cellent opportunity for ambitious young 
man 

Box 5620 Ad. Weekly 180 Fleet St bC4 


experience, Sccks post 
Box 56607 Ad. Weekly 180 Fleet St EC4 
ACCOUNTS EXECUTIVE (2s) requires 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


WANTED: OFFICE in or near Fleet 
Strect, 308. per week. 
Pox SSIS Ad Weekly 180 Fleet St BC4 
— CLASS DESK SPACE available 
ect Street Suitable — Free-lance 
ta Journalist. Phone CENtral 2814 
OFFICE SUITE, } rooms, 4th floor 
Suitable for Studio or small Agency 
Strand, W.C.2. £5 p.w. Ring Temple 
Bar 1744 
TO Ler, A suite of 4 
Offices situated near St 
Box $622 Ad. Weekly 


well-furnished 
Pauls, Write 
180 Flect St EC4 


HOLBORN VIADUCT E.C.!. 
Suitable for offices and showrooms 
1800 sq. ft. spread over Ist, 2nd and 
3rd floors. 22 year lease (broken if re- 
quired). Rent £800 p.a. exclusive or 1800 
sq. ft. (Approx.) comprising basement, 
ground floor, and first floor £1250 exclusive 
—Lease 22 years. Write 


= 5663 
Advertiser's Weekly 180 Fleet St EC4 


SALES AND WANTS 


GRAPHOTYPE ADDRESS PLATE em 


bossing machine for sale, hand oper- 
ated. class 6140 for RB plates F. J 
Edwards Ltd., 359 Euston Road, Lon- 
don, NW. 

FOR SALE: HORSA GLIDER FUSE- 
LAGE SECTIONS (cut to size re 
quired), cockpits, etc. Many uses. 74 
feet diameter. Cheap. W. E. Dunn, 


North 


109 Great Road, Barnet. Tel. 
$042 


Barnet 


IMPROVED LETTER FILES. 
ro GAZEBO, 
»cton, 


Ask for 
5S? Packington Road, 
W.3. ACOrn 4731 


MISCELLANEOUS 


London 


progressive position with medium-size PIN-UPS for newspapers, magazines and 
Agency. Sound knowledge of Process; YOUNG ACCOUNT EXECUTIVE with calendars, also free lance artists. Par- 
Typesetting Print and Art Buying existing business wishes to join progres ticular, of these and of our enormous 
Production Control. Contact. Efficiently sive agency Model File, apply Philip Gotlop Photo- 
handles National/ Technical Accounts Box $897 Ad. Weekly 180 Fleet St EC4 graphs Ltd., 24 Kensington Church 
Box 5666 Ad. Weekly isu Fleet St BC4 Street, W.8. 

FIRST-CLASS ARTIST for figure illus DEBTS COLLECTED throughout Br 
trations, sccks change from present CH GE OF ADDRESS , No result-—-no commiasion ee 
cuptevment to Advertising Agency in (Estab. 1919) 80 Leeds Road. Bradford. 

ondon 


Box 5665 Ad. Weckly 180 Fleet St BC4 
VISU ALISER-ARTIST, —— all- 

round experience secks chang 

Box 5678 Ad. Weekly 180 Fleet St EC4 
DUTCH ARTIST, 17 


years studio ex- 


Perience colour work, package, design 
for reproduction, good lettering High 
school education far knowledg of 
English, French and German languages, 
seeks position in Britain bull or part 
time ob W rite for particulars to 
P. H. Hollander, I8b Schieweg, Rotter 


cam. Holland 


GIRL ART STUDENT, age 18. requires 
Position as junior in commercial art j 
ae ae ces a the West End as from this week. 
worth, Middx 

— -* LAYOUT MAN, § years 
ondon gem expericnce, knowledge ; ° 
typography. lettering. figure work. Address all communications to:— 
ox %6 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST require s Position, oF 


free lance 
line or colour 
sonable 

Box 5694 Ad. Weekly 


wash, airbrush 
quick clean 


lettering, 
worker, rea 


180 Fleet St EC4 


FREE LANCE SERVICES 


FIGURE STUDIES PIN-UPS, etc 
Lansdowne Studios, 
. SW.%. Tel. Brixton 3711 

SPACE SALESMAN, 
long-established — high- 
ations without com e e 
petition, with top-level and 
Agency connections for National ac 
counts and luxury goods All 
strictly specialued publi 


Con 
7 Stockwell 


class social pub! 


ee ct Editorial & Production also at:— 


Box S701 Ad. Weckly 180 Fleet St EC4 
EXPERIENCED FASHION ARTIST; 
line, wash, colour, desires free lance 


work, Would als 
Agent 
Box S668 Ad Weekly 


» like 


fo contact good 


180 Fleet St BC4 


THE ENTIRE SHARE CAPITAL of an 
old-estab lished and very successful 
Yorksbr Advertising Agemy is for 
disposal! t nable Proprictor to concen 
trate «of ther interests in the near 
future 1 tigated and strongly re 
commended by Chartered Accountants 
Box 5482 Ad Weekly 180 Fleet St BC4 


MILLINGTON PUBLICATIONS 


LIMITED 


—are moving to more commodious premises in 


IS Southwick Street 
Hyde Park, London, W.2 


Telephone Nos.: PADdington 2607-8 


9 Princess Mews 
Belsize Lane, Hampstead 
London, N.W.3 


Telephone No.: HAMpstead 3976 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


WGODWORR! = 


SPECIAL DIRECTORY ; 
NUMBER 4 


The November issue of WOODWORKING 
INDUSTRY —the only technical jovrhaf in its 
field—will be of especial interest_dMfi addition 
to substantial prior-to-Olymptise@itorial cover- 
age of most of the outstas@ing exhibits, this 
issue will contain a comprehensive Classified 
Directory and Buyers’ Guide of firms supplying 
manufacturers in the woodworking tield— 
information not obtainable elsewhere and which 
will greatly enhance the usefulness of this 
important issue. Firms connected with the 
woodworking trade should certainly be repre- 
sented in the November issue of WOOD- 
WORKING INDUSTRY. 
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—STOP PRESS — 


NEW DRINKS FOR 
SLIMMERS 


Apollinaris launching new range 


of soft drinks—Slimline (cola, tonic | 


and lemon-lime), containing “neither 
sugar nor calories.” Sales initially 
in London area; national distribu- 
tion by end of year when press ad- 
vertising will be launched. Selling 
at 6d. and 2s. a bottle. Agents: 
Napper, Stinton, Woolley. 


FRONT PAGE NEWS 
AFTER 85 YEARS 


After occupying the front page 
since the Bradford “Telegraph and 
Argus” was founded 85 years ago, 
the classified advertisements have 
now been moved to inner pages to 
make way for the main news, which 
until last Saturday occupied the back 
page. Classifieds now appear on 
pages 2 and 3. The 8 in. d.c. solus 
position that previously appeared on 
the back page has been abolished, 
and a new solus of the same size has 
been created at the foot of columns 
6 and 7 on the front page. Rate 
for this is £44, as against £40 for 
the old back-page position. 


ALDWYCH CLUB’S 
NEW PRESIDENT 


Formal installation of F. C. 
Hooper, managing director of 
Schweppes Ltd., as president of the 
Aldwych Club, will take place at 
the club on Wednesday evening, 
October 28. It is hoped that the re- 
tiring president, Sir Harold Bowden, 
will conduct the ceremony. 


FIRST ADS. FOR CREAM 


Cow and Gate cream, one of the 
dairy products manufactured by 
Cow and Gate and Dominion Dairy 
Co., Ltd., will be advertised for the 
first time this month. The launching 
advertisement will appear in the 
“Radio Times.” Clifford Bloxham 
& Partners Ltd. are the agents. 


Wm. Moorhouse & Sons Ltd. 
are re-introducing their Peter pud- 
dings which were last on sale be- 
fore the war. Four varieties will 
be sold —currant, college, ginger and 
sultana. Trade press advertising is 
now breaking. Pickersgill Publicity 
Service are the agents. 

Beecham’s are sponsoring a new 
twenty-six weeks series of quiz pro- 
grammes on Radio Luxembourg, 
“Take your pick.” Broadcast every 
Sunday at 8.30 p.m. it is produced 
by G. S. Royd’s radio executive, 
John B. Beard. 


New committee elected for publi- 
city club of Ireland: Advertising 
members—M. J. Clarke, Alderman 
P. S. Doyle, Dennis J. Garvey, 


William G. King, David P. Luke, | 


Merville Miller, Charles E. Me- 
Connell, Brian D. O'’Kennedy, 
Fergus O'’Sheehan and Gordon S. 
Kelly; Advertisers—liam Boyd, 
George S. Childs, G. P. L. Cook, 
Joseph H. Keating, Edward F. 
MacSweeney, Frank H. O'Donnell, 
Jack O’Sheehan, Albert Price, Victor 
M. Woods and Miss Winifred 
Stacey. 


NEW COSMETICS 


Complete French beauty range, 
from a new Banana Milk skin lotion 
to perfumes de grande classe, is 
being launched in this country. 
There are 60 products, all made by 
Coryse Salome of Paris. Pilot pro- 
motion started in September with 
the opening of a Coryse Salome 
Beauty Boutique on the ground floor 
of Swan & Edgar, Piccadilly Circus, 
W.1. Advertising in London even- 
ing papers, 24-page booklet “Guide 
to Beauty” produced by Dudley 
Turner & Vincent, agents, is being 
distributed. 


On the occasion of ker marriage, 
Mrs. Clive Metcalfe (Dorothy Free- 
born) has received from fellow 
members of the Women’s Advertis- 
ing Club of Lond a hogany 
needlebox and a motor car rug. The 
presentation was made on behalf of 
the club by the president, Miss 
Wenmoth. 


All colour space has been booked 
in the Christmas number of “Coun- 
try Life.” 


With the issues of Friday Octo- 
ber 9, the A and B system for classi- 
fied advertisements appearing in 
South London’s Suburban Group 
will be discontinued. The same week 
the classified rates will be increased 
to 5d. per word for the whole 
Group, and 3d. per word for the 
“Streatham News” Series and for 
the “Wimbledon Boro’ News.” 


P. D. V. Hackett has been ap- 
pointed general manager of Muni- 
cipal Engineering Publications Ltd. 
and managing editor of ‘Municipal 
Engineering.” He is also general 
manager of Municipal Journal Ltd. 
and technical editor of “The 
Municipal Journal.” 


D. A. C. Butlin, director of pub- 
lic relations, National Cash Register 
Company Ltd., left on Tuesday for 
a tour of the United States and 
Canada. He will examine the retail- 
ing and distribution set up, super- 
markets and self service retailing, 
with special interest in pre-packag- 
ing also automatic shops. 


C. & E. Layton state demands for 
their “Type Cabinet” exceed 1,000. 
It is out of print but they hope to 
resume supplies towards the middle 
of the month. 


Despite repeated failures of equip- 
ment allowing for only two closed 
circuit transmissions at Nottingham 
Radio Exhibition last week, sponsors 
gained valuable experience in pre- 
sentation of commercial TV, claims 
Fk. C. Woodward, secretary of the 
organising committee. In view of 
transmission failures, sponsors were 
charged only half agreed rate. 


Wilson Pope, former editor of 
“The Star,” has died at his home in 
Wimbledon. He was 87. He joined 
“The Star” in 1893, and became 
editor in 1920. He retired in 1930. 
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